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More small cars coming 
Here’s what it means to you 


page 96 





: OWNERSHIP OF AIRCRAFT FUEL 
: CHANGES HANDS AT THE LOADING RACK 


...simplifies _ 
accounting and 

speeds up refueling as 
BRODIE BiRotor METERS 
print accurate 

multiple records 





BiRotor meters are mounted 

in vertical lines, below loading deck to keep 

working areas clear. Counter extensions with swivel 
adaptors provide direct eye-level reading from any position. 


Aircraft refueling is a tricky business. Accounting has 
always been tough, since fuel is often pumped out of, as 
well as into a plane’s tanks to balance loads or adjust to 
changes in flight schedules. By using Brodie BiRotor Meters 
with Brodimatic Printing Counters, Shell Oil Company 
transfers ownership of fuel to the airline when the refueling 
truck is loaded. Multiple printed delivery receipts, specify- 
ing type of fuel and gallonage delivered, provide permanent 
verified records to oil company, airline, and in some cases 
a third party carrier. This simplifies accounting for all con- 
cerned, speeds up actual refueling by relieving the operators 
of bookkeeping procedures on the field. 

For sustained accuracy, low maintenance, and clean sim- 
ple installation, specify Brodie BiRotors. 











Bropie 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, ill. 271 9th Ave. N. 5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 
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Your car can take you to such wonderful places - - - 
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ror THE WHOLE PAMILY 


ETHYL CONTINUES LONG-RANGE 
MARKET EXPANSION PROGRAM— 


1957 Series again aimed at putting more mileage on the 


nation’s cars—and increasing service station sales 
A survey of the American motoring public reveals that through November: Saturday Evening Post, Reader's 
less than half of the nation’s car-owning families use Digest, Look, Sunset. 
their cars for leisure driving. This new Ethy] Corpora- 


tion Drive More series will encourage more general 


Each ad also reminds the motorist of the important 
use of the family car. | 


role America’s service station men play in making 
driving a pleasure. 


ETHYL CORPORATION, new vorx 17, 1.7. 


Full-page, full-color advertisements are appearing in 
the following publications every month from August 
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_ No. 10 SAFETY SHUT-OFF VALVE 


« 


OPW’S No. 10 Safety. Shut-Off Valve, 
. . when installed below the island plat- 
for multiple service . form level, provides the fastest acting, 
station pedestals of most reliable safety control available 
4 for remote pumping systems. Should 
remote pumping systems fire strike—should pedestal"be bumped 
é J or overturned, the No. 10's fool-proof, 
or installations where sensitive mechanism shuts off flow of 
gasoline instantly—positively. Elimi- 
elevated tanks keep nates hazard — protects underground 
pressure on dispenser piping and storage. Valve can be 
e closed manually to make pump re- 

4 pairs. ot 


Enjoyemaximdm protection. Bulletin F-29 tells how. Write for it today. 
a « R: 


Hold prime in the line for instantaneous gasoline delivery. 


No. 93-U PUSH-PULL EXTRACTOR . 
TYPE VERTICAL CHECK VALVE — 


(Standard Installations) 





The 93-U is easily installed in the base of any conventional gasoline 
pedestal. New improved wing guide steers the poppet to a positive 
leak proof seal—holding prime in the line. Immediately accessible. 
No threads to turn, no lines to break, no bolted gaskets to leak. 
Valve cage can be removed from body by merely loosening thumb- 
screw and extracting the cage. The No. 93-U’s many exclusive fea- 
tures provide you with the finest, most durable, most positive ex- 
tractor-type under-the-pump check valve for gasoline pedestal 
service. 


The No. 93-U is serviced without the use of any tools whatsoever. 
Ask us for Free Bulletin NP-23. It tells a fully detailed story. 
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Top of the Month... 





‘What's ahead for vending machines at service stations? 


Here’s what you need to know to make the most of vending today, and get ready for tomorrow’s 
growth in “silent” salesmen. Another comprehensive NPN report... page 117 


How Gulf and its consignees settle their problems 


Both sides had plenty on their minds at the start of a joint meeting. Here’s the inside story of 
what they said and did . . . page 102 


i 
~ Will the small car boom hurt your business? 


$ It could, if foreign car sales keep growing. Now even Detroit’s Big Three are getting into the 
small-car act. It’s a major development for you to study .. . page 96 


| Month in Full .. . 


AUTOMOTIVE THE GREEN SECTION 
What the small car boom means to your business .... Ahead of the News .. >. 87 





Petroleum Indicators ... 89 


MANAGEMENT Supply and Demand .... 


Gulf meets its consignees for some straight talk .... 
How a jobber makes profit-sharing pay s 
/ SPECIAL REPORT 


. ‘ ; DEPARTMENTS 
Here’s what you should know about vending machines 117 


About Oil People 


BULK PLANTS AND TERMINALS Advertisers’ Index 
This jobber’s new plant is bringing new profits ...... 130 Behind Our Headlines .. . 
Brief but Significant ... 
MERCHANDISING Classified Advertising ... 
How your dealers can get more repeat lube business .. 133 Editorially Speaking .... 


Equipment 


rom on Letters 


Foreign trucks: Good bet for burner service? ........ 138 


TIRES—BATTERIES— ACCESSORIES Money-making Ideas . . 
For your salesmen: Four steps to bigger sales Regions 
Mobil batteries are 100% wet now Statistics 
How to sell early TBA replacement 
What They’re Saying ... 
REGIONS 
Big payoff: 400,000 gal. a month at one station e 
EQUIPMENT OIL MARKETS AND PRICES 
How to handle meter testing Oil market reviews 
Refinery/terminal prices. 184 
_ ABOUT OIL PEOPLE Prices by tank wagon ... 190 
Meet Jobber Clem Dufau, idea man Crude oil prices 
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If your stations need a bright new look, Socony 


TAKE YOUR PROBLEMS Mobil’s Station Rehabilitation Program can save you 
TO THE EXPERTS time and money . . . and produce results! At your request, 


a trained specialist will be glad to help analyze the 
situation and make definite recommendations. Addi- 


Your Socony Mobil tional experts are available to assist you with other 


tough problems, too. For instance, help you reduce 
ss ciali ’ loading time . . . help set up a preventive maintenance 
pe 1sts e program . . . help institute management procedures 
that make running a business easier—and more prof- 

itable. 
That’s why it’s good business to do business with 
Socony Mobil. The expert advice you get from our 
Mobilgas staff of specialists . . . plus top-quality branded prod- 
ucts add up to a real competitive advantage for you. 


Talk to your Socony Mobil salesman today. He's 
MOBIL METHODS MEAN MORE PROFITS FOR YOU! your direct line to the specialists. 


SOCONY MOBIL OIL COMPANY, INC., and Affiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. 


NEW YOR 17, N. Y.—150 BE. 42nd St. « CHICAGO 5, ILLINOIS—59 E, Van Buren St. * BALTIMORE 18, MARYLAND—1914 ‘ee Charles St, . UT ACERS 1, 
WISCONSIN—007 South First St. « KANSAS CITY 13, MISSOURI—925 Grand Aves. « DETROIT 2. a MICHIGAN -903 West Grand B ¢ ST. LOUIS 8, I— 
4140 Lindell Blvd, *« DALLAS 1, THXAS—Magnolia Petroleum Co., Magnolia Building « LOS GELES 54, CAL.—General Petroleum Corp., 12 S. Flower St., 

Secony Mobile maintains many other conveniently located service - h . give you “close and fast cooperation. 
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Y WADDELL ... .. .. Publisher 


aro H. DeHant : 


Behind Our Headlines 





You're Front Row Center 


ULF Ot has set a precedent with its plan to have 

division officials meet with Gulf consignees. A first- 
hand look at this unusual meeting, normally barred to 
outsiders, is an exclusive feature of this issue. It starts 
on page 102. 

Here’s how we got the inside look. Early this year, two 
of our staffers heard of the program about the same time. 
While in Pittsburgh, Tony Astrachan was told that mar- 
keting officials were enthusiastic about a plan intended 
to create a closer relationship between division officials 
and dealers, consignees and jobbers. This was to be done 
through a series of special meetings. 

In Houston, Southwest Editor Marvin Reid heard the 
plan was to be inaugurated there. Because Gulf ordinarily 
does not allow outsiders to attend these meetings, NPN’s 
New York office asked Gulf headquarters in Pittsburgh 
for permission to get details for an article. Gulf’s top-side 
okay was transmitted to Houston. 

Madison Farnsworth, Gulf’s division manager in Hous- 
ton, then invited Marvin to sit in for two days, one at 
a consignee meeting and the other at a dealer meeting. 

This pertinent article is the result of a journalistic 
combination: cooperation of Gulf’s marketing officials 
and close collaboration between NPN’s field editors and 
the home office. 


Dick Tracy Touch 


RDINARILY Our sources of information are oil mar- 

keters or people and companies who work with 
marketers. This month we tapped an unusual source— 
unusual for our type of publication. 

While gathering information for a special report on 
vending machines, staff writer Dick Schroeder learned 
that rough elements are active in the vending machine 
business. So Dick checked key district-attorney and U. S. 
attorney-general offices, and they gave him rundowns that 
throw another light on the situation. His report starts on 
page 117. 

FRANK BREESE, Editor 
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Typical bulk plant at Flemington, N. J., has four Red Seal ticket-printing 
meters. High accuracy helps GLF’s 66 plants stay well within the industry- 
standard 4% overall loss factor. 


Meter-printed tickets help preserve fine relationship of trust between 
driver and patron. The 1500-gal. trucks have two 1%” meters. 





GLF’s 120,000,000 Gallons a Year 
Metered TWICE through GOO Red Seals 


For 225 tank trucks and 66 bulk plants serving 70,000 farm 
patrons in New York, New Jersey and Pennsylvania, the Petro- 
“ leum Div. of Cooperative G.L.F. Exchange, Inc., has standard- 
oo ized on Neptune Red Seal Meters. 
me * .* What were the deciding factors? GLF officials studied their 
4 own meter records. They asked their servicemen .. . the men 
who test and repair the meters. Everywhere was evidence that 
Red Seal meters stay accurate with the least fuss and bother 
... and the lowest overall expense. 
Founded in 1920, GLF entered the petroleum business in 
1936. All products are filtered twice and metered three times 
. .. at terminals, bulk plants and trucks. Meter-printed tickets 
keep track of every gallon. 
This is just one more case history of the savings you too can 
make with Red Seal’s sustained accuracy and low maintenance. 
Ask the Neptune jobber in your area for details. 


ie ae 


Three service trucks, manned by skilled meter specialists, carry 
spare parts for all of GLF’s 600 Red Seals. The parts inventory 


is amazin mall an s' nage. Ea uck carr 
Pecans pene agin i ag gt Passe rg NEPTUNE METER COMPANY 
Om, gee, 19 WEST S5OTH STREET * NEW YORK 20, N. Y. 


neptune 


Branch Offices: ATLANTA * BOSTON * CHICAGO «© DALLAS * DENVER * NO. KANSAS CITY, MO. 
LOS ANGELES © LOUISVILLE * PORTLAND, ORE. © SAN FRANCISCO (Millbrae) 
in Canada: Neptune Meters Ltd. . 1430 Lakeshore Rd. . Toronto 14, Ont. 








How Neptune Meters Make Money and Save for Others: 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the | Se 


best that can be bought. We have used just about every type that is on the market . . .” states Mr. : 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


25 in-plant vehicles are refueled through Red Seal 
LP-gas “compact” meter at Torrance, Calif., plant of 
National Supply Co. This fully approved LP-gas meter- 
ing system included all accessories in one safe, easy- 
to-install unit. 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


§ 


~~ | 
< 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 


Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 





He replaced new pump hose with 
longer-lasting B.F. Goodrich hose 


gone those pumps were installed 
at this Wichita, Kansas service 


station, the owner insisted that the new 
pump hose be replaced immediately 
with B.F.Goodrich hose. 

“Since I have to handle the hose all 
day long, and pay for replacement hose, 
I made sure I got B.F.Goodrich. I’ve 
used this hose before—it lasts longer, 
handles easier,” says “Ike” Ikenberry, 
station owner. 

This B. F. Goodrich pump hose, called 
Type 72-A, is a * mp more flexible 
hose. It is especially designed for re- 
tractable cable-type pumps. 

Internal spring guards at both ends 


of hose prevent kinking in the cou- 
pling area. Even after being run over 
or squeezed against the island this 
B.F.Goodrich hose springs back to 
full round shape. 

Its thick, tough cover is built for 
rough use. Scraping over concrete or 
pulling around sharp corners won't hurt 
it. It can stand in gasoline, oil or grease 
without damage. There is no danger of 
cracking or checking from hot sunlight. 

Special rubber compound makes this 
hose completely gasoline proof, elimi- 
nates swelling and flaking. Spiral wire 
in the reinforcing ply acts as a static 
ground, 


B.F.Goodrich Type 72-A hose 
comes with one-time or reattachable 
couplings. Call your B. F.Goodrich dis- 
tributor for more information, or write 
B.F.Goodrich Industrial Products Co., 
Dept. M-159, Akron 18, Ohio. 


B.E.Goodrich 


INDUSTRIAL PRODUCTS 
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Letters 


About the big rubber companies and their retail 


operations . .. car washing for the average station 
dealer .. . prescriptions for jobber efficiency 


Car Wash: Here to Stay 


®& A wonderful article—very timely, 
very much to the point. I refer to page 
115 of the July NPN, “Cleaning Up 
on a Sideline.” 

Where does the neighborhood serv- 
ice station fit into this picture? Can he 
afford to spend upwards of $20,000 on 
washing equipment as pictured in your 
article? Plus, of course, the fact that 
the average station does not have the 
ground area for this type of operation. 

Fortunately, the neighborhood sta- 
tion today can and does enter into 
this method of promotion. 

A service station can attain a great- 
er sales volume by offering a planned 
washing service to its customers at 
less than a $2,000 investment on his 
part. A jobber can equip his station 
with carwashing equipment so as to 
offer his customer a well-rounded ser- 
vice program, and build his gasoline 
and TBA volume. 

Car washing is no longer a “side- 
line”, car washing equipment is no 
longer a gamble or a luxurv. It is as 
necessary as the grease gun or the tire 
changer. It is here to stay as part of 
future sales and merchandising of 
both service and product in today’s 
service station. 


MELVIN S. GAILZAID 

Eastern Divisional Sales Manager 
Choldun Mfg. Corp. 

New Haven, Conn. 


Tire Prices and the ‘Big 4’ 


® Regardless of whether we like it 
or not, the “Big Four” rubber com- 
panies have set, and will continue to 
set, tire prices (“What About Low- 
Price Tire Ads?”, NPN—Aug. °57, p 
135). They dominate prices through 
their company owned stores in all 
principal tire markets. As far as job- 


October, 1957 + NATIONAL PETROLEUM NEWS 


bers and service stations are con- 
cerned, they have no choice in the mat- 
ter. 

If by chance a miracle would hap- 
pen and the rubber companies were di- 
vorced from their retail operations, it 
would help to straighten out prices and 
false and misleading advertisements. 

At the present time, a service station 
makes from 10%-25% on tires, plus 
the old tire, and, in addition, gets to 
share in the cost of these “Special Tire 
Ads.” 

Let’s look at facts—the only thing 
that a tire company is interested in is 
“tonnage” at any price to maintain its 
production schedule. An oil company 
is only interested in its “override”. 

I do not believe we will ever see the 
day that manufacturers are divorced 
from retailing and oil companies from 
override. 

E. J. CONNABLE 
President 
Moto-Pep, Inc. 
Memphis, Tenn. 


The “Big Four” rubber companies de- 
clined NPN’s invitation to comment on 
jobber Connable’s letter. 


Jobber Swanson’s Independence 


Bm You and I aren’t agreed on the 
term “jobber”. I’m glad though that 
the term independent didn’t appear in 
“Do it Yourself and Make More” 
(NPN—Aug. °57, p105). That would 
have been too much. 

As far as the Shell tie-up with 
Swanson is concerned I see an arrange- 
ment only an eyelash above that of 
agent. I haven’t yet figured out 
whether Shell is progressive or regres- 
sive. 

There is danger in your article for 
I believe it is inaccurate. Aren’t some 


(Continued on page 10) 











EVER-TITE 


-the best quality 
QUICK COUPLINGS 








Adapter and 
Coupler 














You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 


value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry—~ 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC, 
254 West 54th Street 
New York 19, N. Y. 






Right on the job... 


CHETOPA 
TWILLS® 


because Lee “engineered” 
these wear-tested twills 
especially for your indus- 
trial and business needs. 


Get all the value 
money can buy with 
Lee Clothes for industry 


Smart looking, practical, money- 
saving. Worn and preferred by 
men on the job. 20 Tough-Tai- 
lored Extras stand up under hard 
use, countless washings. There’s 
@ garment for every job. 


Call or write nearest Lee Division 
Office. A trained consultant will con- 
tact you promptly. 


THE H. D. LEE Co., INC. 


General Offices: 117 W. 20th St., Kansas City, Mo. Sales 
Offices at Chamblee, Ga., South Bend, Ind., Minneapolis, 
Minn., Datlas, Texas, Trenton, N. J., San Francisco, Calif. 
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Letters 


(Continued from page 9) 
of his stations private brand or cut- 
rate? If so, what percentage of his 
profit comes from them? 

Your article proves that Swanson 
saw a good thing from within Shell 
and jumped right. It doesn’t prove that 
his arrangement could be duplicated. 

I don’t think he has done much dif- 
ferently from any jobber. The ones 
that have survived all have angles 
they pursue. All have to short cir- 
cuit. 

You so deftly dismiss major prac- 
tices as inevitable and glibly condemn 
jobbers to an ever limited scope of 
activity. 

If your article had been absolutely 
objective maybe you could have 
proved that “the greater the exploita- 
tion of the majors, the wider the mar- 
gin will tend to be, and the wider the 
margin becomes the greater the suc- 
cess of the cut-rater and co-op.” 

WAYNE NorTON 
Corn Belt Oil Co. 
Marshalltown, lowa 


We think jobber Swanson would main- 
tain that he’s as independent as the 
next guy; and, as our article said, 
“makes the most of his supplier.” 

None of Swanson’s stations, so far 
as we know, are either private brand 
or cut-rate. 

It’s true that most good jobbers have 
their own angles. What’s more, they’re 
always looking for new ones. If some 
readers found some new angles in our 
article, all’s well and good. 

As for the jobber’s future scope of 
activity, we think it’s pretty good for 
those who are continually looking for 
new ways to manage their businesses 
better. It’s our aim to help them. 


How DuPont Researches 


® Although I can hardly presume to 
be a critic of your concise writing—I 
wish many of our own research reports 
were as clearly stated—I had one re- 
action to the article on the DuPont 
survey on motivations and customer 
buying habits (NPN—Sept. ’57, p 134) 
which I might pass on to you. This 
concerns the lack of discussion on the 
methods used by DuPont to get at their 
findings. 

Although a lengthy discussion of 
techniques would certainly be out of 
place, I think it is important to recog- 
nize that the methods used in obtain- 
ing motivations vary greatly, When 
you add to this the subjective charac- 
ter of the analysis required in motiva- 
tion studies, you frequently come face 
to face with the critical area of evalu- 
ating the results: What was the basis 


for the survey conclusions in terms of 
number of interviews and representa- 
tion of respondents? What were. the 
specific methods used to develop the 
hypotheses? What assurance is there 
that these hypotheses have been 
checked statistically? 


NICHOLAS L. TURKEVICH 
Director of Marketing Research 
Continental Oil Co. 

Houston, Tex. 


To determine which psychological 
factors influence buying patterns, trained 
psychologists conducted extensive inter- 
views with motorists representing a 
variety of socio—economic and age 
groups. Three-to-four-hour interviews 
with 16 motorists were followed up with 
2-3-hour interviews with 30 more. The 
preliminary questionnaire was tested in 
1%-2 hour interviews with 68 others. 

The final phase consisted of 2,036 
interviews with motorists chosen by the 
area sampling method. 

The questionnaire itself included a 
variety of types of questions—yes-no, 
limited choice, relative importance. Re- 
spondents were then asked why they 
gave the answers they did. 

The survey was conducted for DuPont 
by National Analysts, Inc. 


Rx for Jobber Efficiency 


® Using the efficiency items (NPN 
—July, p95) as a checklist, I find they 
are ideas we have given a lot of con- 
sideration to. . . some, many years 
ago; others more recently. If we had 
not, I don’t think we would be in 
business or at least we would not 
have grown to our present operation. 
The article is an excellent one and 
can be used to make us go over our 
operation again. It causes one to think, 
and that is what we need to do. 
Francis J, SCHUSTER 
Manager 
Troy Oil Co. 
Indianapolis, Ind. 


® The big problem is that with all 
their efficiency, the jobbers cannot 
absorb the overhead increases that are 
almost increasing by the month. 

I suppose it is a problem that you 
and I cannot solve, but if it costs the 
majors .002¢ to .003¢ per gallon more 
to do business due to labor and other 
increases, then it should be obvious 
that the jobber is in the same position. 
Eventually the jobber will be out of 
business unless the suppliers take that 
into consideration. 

H. E. MILTON 

President 
Milton Oil Co. 
St. Louis, Mo. 
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Never before has a new lighting fixture captured 
the imagination of the service station operator 
like the Royal-T has in the 18 short months since 
it was introduced by Guardian. This new con- 
cept in island lighting delivers more usable light 
... actually utilizes light instead of merely trans- 
mitting it. It is the first fixture specifically de- 
signed to use the extra output of the new RS 
lamps . . . a fixture that does the dual job of both 
island lighting and area lighting. 





Equally important to the station operator, the 
Royal-T is unmatched in beauty. Everything 
about it has the inherent good looks that accom- 
pany truly functional design. The industry knows 
there is only one Royal-T fixture. . . that only 


Guardian makes it. 





ovanoian_fightcomrany 


S00 NORTH BLVD. OAK PARK, ILLINOIS 
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How many kinds of hose move oil to 
and where do you find them? 


Moving oil and related products from refinery to 
consumer requires close to a score of basically 
different kinds of hose. Many more are needed 
to perform the related jobs and services. 


Why so many? Because maximum service is 
obtained from hose only when it is designed and 
built to the job. 


In handling petroleum products, hose must do 
many different jobs calling for many different 
properties. Some types, such as Goodyear Style 
MH Oil Suction and Discharge, must be armored 
to resist bursting or crushing. Others, Goodyear 
Style BH Tank Truck, for example, must be soft 


and flexible for easy handling. Still other types, 
such as Style WWC Curb Pump Hose, must be 
extra-resistant to temperature extremes and * 
abrasion. They must all be highly resistant to oil 
—rubber’s greatest enemy. 


An even wider range of basic properties is 
required of hose performing the related services. 
Goodyear has developed a complete line to meet 
these many specific requirements. Hoses con- 
structed to resist the punishing abuse of tugging 
and dragging, or compounded to resist the 
destructive action of lacquers and thinners. Spe- 
cially designed hoses for every purpose from air 
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GOODYEAR | 
Types of Oil Marketing Hose | 
| 






| Style 204-H Oil « 
(Rough Bore 

Style 214-H Oil Barge 
Style 213-H Tank Filler Hose | 

Style WWH Tank Truck and Car Filler | 

Style WWC Gasoline Pump ; 

Aviation Fueling Hose 

Style 71 Fuel Oil Hose | 

Flexsteel L.P.G alors) 

Marine Refueling 


pump to undercoating. Soft Wall Diese! 
Wingfoot Grease Hose 


Your Goodyear Distributor is the man to see for Undercoat 

longer hose service at lower cost. He has many <a sae at 
types of designed-to-the-job hose plus a wealth Radiator Filler Hose 
of experience from which to choose the right hose Pathfinder Wash Rack 
for you. Call him, today. Or write for details to sid oo kinds of designed-to-the-iob 
Goodyear, Industrial Products Division, Akron yon mameting need 


16, Ohio. 


GOOD/SYEAR 









nd Suction Discharge 
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THE GREATEST NAME IN RUBBER 


Flexsteel, Pathfinder, Wingfoot—T. M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 
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She saves Nalf the time 


...boss saves all the cost! 


CO~allonal’ De \uxe adding machine... 


Live Keyboard’ with keytouch adjustable to each operator! 


Saves up to 50% hand motion—and 
effort! Never before have so many time- 
and-effort-saving features been placed 
on an adding machine. 

Every key operates the motor—so 
you can now forget the motor bar. No 
more back-and-forth hand motion from 
keys to motor bar. 

Keys are instantly adjustable to each 
operator’s touch! No wonder operators 
are so enthusiastic about it. They do 
their work faster with up to 50% less 
effort. The new National not only has 


new operating advantages, but also has 
new quietness and new beauty! 
“Live” Keyboard with Adjustable 
Keytouch plus 8 other time-saving 
features combined only on the National 
Adding Machine: Automatic Clear 
Signal ... Subtractions in red... Auto- 
matic Credit Balance in red... Auto- 
matic space-up of tape when total 
prints ... Large Answer Dials... Easy- 
touch Key Action .. . Full-Visible Key- 
board with Automatic Ciphers... 
Rugged-Duty Construction. 


THE NATIONAL CASH REGISTER COMPANY, payron 9, onto 
989 OFFICES IN 94 COUNTRIES 


A National “De luxe” Ma 
chine pays for itself with the time- 
and-effort it saves, continues sav- 
ings as yearly profit. One hour a 
day saved with this National will, 
in the average office, repay 100% 
a year on the investment. See a 
demonstration on your own work. 
Call nearest National branch office 


or dealer. See phone a 


book yellow pages. 
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Money-Making Ideas 


About getting tourist 


credit business ===> 
... building good will 

by U.S. mail .. . putting 
all your ads in one 
broadcast 


JOBBERS, consignees and dealers in 
smaller cities can build good will by 
congratulating local people who make 
good. Have a folder printed with a 
line or two of congratulations over the 
signature of the oil company or sta- 
tion. Then clip items from newspapers 
that qualify as good news—business, 
civic or personal—-about local citizens. 
Attach the clipping to a folder and 
drop it in the mail. 


$ 


Joint advertising, as a practical way 
of spreading cost, isn’t used as often 
as it might be. Four Carter Oil 
dealers in Bozeman, Mont., sponsor 
a radio sports broadcast five days a 
week. Each day one of the four 
dealers takes over the commercials 
for any special sales message, or to 
promote any of his services. 


$ 


Have your station men clip the 
points off all old spark plugs before 
discarding them. The rebuilt spark 
plug business in that area is booming 
with parts stores selling them at 50¢ 
each with a guarantee of 20,000 
miles. Along the same line the as- 
sociation also suggests cutting in half 
all old tires that are not recappable, 
so that cut-rate recappers can’t get 
hold of them. Better cut tubes in half, 
too, so they can’t be used again. 


$ 


~ It pays to use some kind of a 
routine safeguard to be sure some- 
body puts in a supply of fresh oil 
after the crankcase is drained. Proof 
comes from Mobil dealer Marshall 
Collins in Burbank, Calif. It’s a rule 
in his station to take off the oil filler 
cap and place it on the hood safety 
latch, or some similar spot where it 
will prevent closing the hood. In 11 
years no customer has left with an 
empty crankcase. 


ai CREDIT CARDS 


U.S. OIL COMPAN | 
ence honored in CANADA by 








TOURIST BUSINESS gets an across-the-border solicitation from this big 
$ outdoor sign on the highway approaching the U.S. side of Niagara Falls. 
Canadian Petrofina says it really paid off this summer, too (see page 137). 


$ 


A free morning paper for all cus- 
tomers who come in from 6 to 8 
a.m. draws business for George Hodg- 
son’s Atlantic station in Browns Mills, 
N.J. A big sign out in front tells the 
public about it. The original idea was 
to build more volume during a slow 
period. Now the dealer finds that 
contacts made via the newspaper 
offer have brought him some new 
regular customers who also buy at 
other hours. 


$ 


Oil marketers often point out to 
dealers that a display of an old oil 
filter cartridge, full of black sludge 
just as it comes from the car, is an 
effective reminder of the need for 
changing filters. Skelly Oil went a 
step further and tried out a model 
dispay window for dealers filled with 
a line of sludge-filled filter elements 
against a white background. It isn’t 
as pretty as a nice, clean pyramid of 
canned oil or other merchandise, but 
it makes people think, leads them to 
act, and results in more oil change 
and filter business. 


$ 


After buying an on-the-car wheel 
balancing machine, Bob Montgomery 
spent another $150 for a sign beside 
his Atlantic station in Moorestown, 
N.J., to advertise his new service. 
The sign offers fast wheel balancing 
and a free check up. Takes him about 
15 minutes to balance a pair of wheels, 
for which he gets $5. Since the sign 
went up he reports wheel balancing is 
bringing in a profit of $100 a month, 
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You can avoid a high rate of side- 
swipe accidents on your tank trucks 
by making sure your clearance lights 
are visible forward. That’s how Dan 
Dugan Oil Transport brought its inci- 
dence of sideswipes down. Road tests 
indicated the need for redesigning 
tanks for better clearance lighting, 
particularly on the left front corner 
of the tank. 


$ 


A low-cost giveaway for dealer 
promotion is being offered to its 
dealers by Royalite Hi-Way Ltd., of 
Regina, Sask. It’s called the Royalite 
Traffic Safety Game and consists of 
a winding track printed in two colors 
on a sheet of 11 x 17 heavy paper. 
Players move colored discs around 
the track, delayed by traffic hazards, 
rewarded by good driving practices, 
and of course earning a bonus for 
stopping at the Royalite gasoline 
pump. 


Free windshield cleaning for non- 
customers parked near a station is 
an old stunt; the usual practice is to 
leave a card under the wiper blade, 
calling attention to the free service. 
A Dallas dealer; Luther Glass, has a 
special twist on the stunt for his 
shopping center operation. He bought 
a supermarket cart, put a sign on 
each side reading “Phil-Buggy Serv- 
ice”—Glass Phillips 66 Service Cen- 
ter. The  rapid-turnover parking 
typical of a shopping center means a 
lot of people see and identify the 
man who ‘goes his rounds with his 
cleaning materials in a grocery cart. 


15 





KAMLOK 


QUICK COUPLERS 


SS 


633-A 


The Fastest Safest, 
Curest Coupling Known 


BRONZE > ALUMINUM + MONEL 
STAINLESS STEEL + SEMI-STEEL 


OPW CORPORATION 


R NN 





What They're Saying 


About smog control in our cities...pushing the cause 
of the jobber... abusing the tax exemption privilege 
... simplifying the tire inventory situation 


6¢ At some future time, the increase 
in the number of automobiles may 
make it desirable to control air pollu- 
tion from this source in all American 
cities. Long before this time arrives, 
satisfactory solutions will probably be 
available as a result of work now in 
progress to alleviate the problem in 
Los Angeles.” Herbert C. McKee, 
manager, air pollution research, South- 
west Research Institute. 


6¢ Most of us have witnessed the 
seemingly unlimited expansion of our 
brother petroleum groups from the 
PIC committees to the OIC and sev- 
eral dealer organizations. Unless we 
are able to increase our own scope of 
activity with its attendant increase in 
personnel, our scope of influence is 
bound to suffer in comparison and the 
cause of the jobber will be accordingly 
dissipated.” Joseph Hadley, execu- 
tive secretary, Michigan Petroleum 
Assn. 


&¢ The disturbing thing is not the ag- 
gressiveness of gas interests but the 
lethargy of the oil men.” Bill Flood, 
Converse-Carlisle Co. 


<9 My company is earnestly working 
on the problem of tire line simplifica- 
tion, and we hope to have something 
to offer our dealers in the not too dis- 
tant future that will be helpful in 
minimizing the inventory problem.” 
J. Chester Ray, tire division, United 
States Rubber Co. 


6¢ Unless the price of natural gas is 
permitted to seek its proper level in 
the competitive commodity market, it 
seems obvious that expenditures for its 
development will tend to diminish to 
the point that supplies will become 
inadequate to meet soaring demands.” 
David T. Staples, president, Tidewater 
Oil Co. 


66 Looking at future requirements, we 
expect that consumption will continue 
to increase annually at about the same 
pace as in the past. This year we an- 
ticipate that U. S. domestic consump- 
tion will be up by about 5%, Europe 
by 8%, and worldwide consumption 
as a whole up 7%.” T. S. Petersen, 
president, Standard Oil Co. of Cali- 
fornia, 


(¢ The subject of tax refunds versus 
exemptions is old stuff to this confer- 
ence. . . . From our studies and ex- 
perience of states that tried both 
systems, we have learned that the 
exemption system provides an easy 
way of violating the law and encour- 
ages tax evasion, and that it is prac- 
tically impossible to prevent abuse of 
the exemption privilege.” Frank V. 
Martinek, chairman, Central Gasoline 
Tax Evasion Committee. 


661 would like to see heating oil sup- 
pliers do some deep research to come 
up with proved ways and means as to 
how independent heating oil distribu- 
tors and jobbers can operate more effi- 
ciently. If they don’t have the brains 
to get such a program underway, they 
certainly do have the money to hire 
such experts.” Heating oil dealer, 
York, Pa. 


<4 Manufacturing and marketing peo- 
ple generally have little time to play 
around with what amounts to do-it- 
yourself kits, and the proposals sub- 
mitted to them by the research organ- 
ization should be as ready as possible 
to put to immediate use. This includes 
complete market surveys, engineering 
where necessary, economic studies, 
and descriptions of just how the re- 
sults can be applied.” C. L. Fleming, 
Jr., vice president, Esso Research & 
Engineering Co. 


6 The API service station advisory 
committee is not doing us any good. 
Unless it is revised, I think we should 
get off it. We have accomplished only 
the things major companies want us 
to. API has been replacing NCPR- 
recommended members on the com- 
mittee with men of their own choice 
because they couldn’t control NCPR 
representatives. My opinion is they 
want the committee to be stacked.” 
John M. Huemmrich, president, Asso- 
ciated Retail Dealers, Inc., of Western 
Pennsylvania. 


Tomorrow's news today! 
READ Ahead of the News 
+++ page 87 
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PACKAGE PORCELAIN ENAMEL SERVICE 
STATIONS 

















*Put yourself in your customer's place . . . a quick glance 
at the gas gauge on the dash—another quick glance at 


the roadside. If there’s a gleaming Avoncraft station with- 


in range, you can bet he'll pull in and say., “Fill ‘er up”. 


That's because Avoncraft porcelain enamel stations have 
a universal sales appeal . . . and why not? Avoncraft gives 


you the ultimate in beauty, cleanliness and durability. 


a division of 


FANMUIIUARING cyoneate marine wars, ime. 





WORLD’S MOST FAMOUS 
| ( j 
NEW! Flanges taper down to zero 
NEW! Closer spacing to handle small cars 
NEW! Flange height reduced to minimum 


NEW! Wider runways 


NEW! Universal ramps 
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a -ON LIFT. 














AUTO LIFT 


To handle, modo cans ! 


ROTARY ROLL-ON IS FASTEST LOADING OF ALL LIFTS 
..- AND WON’T EVER BECOME OBSOLETE 


The famous Rotary Roll-On, original hydraulic auto 
lift (invented by Rotary in 1925), has been given a new 
look. This streamlined, updated superstructure handles 
almost any car on the road in America today _. even 
those small foreign jobs. 

Runways have been widened and respaced (inside 
wheel-to-wheel width just 39”) . . . flange ends given a 
24” taper down to zero at runway ends to clear even 
the lowest mufflers and shock absorber hangers. Uni- 











versal ramps (no more “rights” or “lefts”) have been 
designed ._. all to produce a better, more useful lift. 

With the Rotary Roll-On there are no axle supports 
or pick-up pads to position. And it’s so safe, customers 
can even drive their own cars on for servicing. 

No wonder this lift that defies obsolescence is the 
longtime favorite of many service station operators. It 
loads fast, lifts safely, pays for itself quickly in increased 
station profits. 


Roll-on conversion for old lifts—All existing 
Rotary Free-Wheel and Frame Pick-Up Lifts can be 
converted to Roll-Ons by simply replacing the present 
superstructure. The present jack can be utilized without 
stop collars or gadgets. Differences in jack travel com- 
pensated by Rotary crosshead design. Write for details. 





Handy tool shelves at each end of Rotary Roll- 
On promote orderly housekeeping. Keep tools off the 
floor and at working level where they’re easy to reach. 
Furnished free with every Rotary Roll-On. 


Automatic wheel 
chocks have positive-acting 
dual spring drive which in- 
sures locking, increases safety 
of the Rotary Roll-On. 
Smooth ball-bearing full- 
width steel roller turns easily, 
won't mar lube bay floor. 


Write for catalog 


ROTARY LIFT CO. 


Division of Dover Corporation 
Memphis, Tenn.—Chatham, Ontario 


The original manufacturer of hydraulic auto lifts . . . and still the leader 























New survey shows what psychological 
factors prompt motorists to buy... 


When you think of a man driving up toa 
service station for “gas” or oil, it doesn’t 
seem like a very emotional kind of situa- 
tion. At least not in the way we're used to 
thinking about our emotions—in terms 
of love, anger or hate for example. 

But psychologists have found that driv- 
ers have emotional feelings about their cars 
—“hidden feelings” that play a big part 
in determining how they use cars and 
how they treat them. Knowing about 
these “hidden feelings,’ and how they 
affect drivers’ plans and purchases, can 
help you design more effective promo- 
tional campaigns. 

To get at the most important motives 
and feelings which influence service 
station purchases, the Petroleum Chem- 
icals Division recently had an inde- 
pendent research organization conduct a 
marketing survey. It wasn’t just a “nose 
counting” type of survey, but a psycho- 
logical investigation. When the data were 
all in, some significant findings were ap- 
parent. Here’s just a sample: 


MOTIVATIONS 


In most areas of human behavior, people 
act in ways which best satisfy their psy- 
chological wants and needs. What these 


needs are is not always immediately ap- 
parent. This fact has special application 
to a motorist, in relation to his car. The 
car itself, and its use, bring into play cer- 
tain psychological needs within the driver. 


FOUR NEEDS 


Four needs are particularly strong in the 
minds of motorists, though few of them 
are conscious of these needs. The first is 
called infavoidance, or, more simply, the 
need to avoid appearing inferior to 
others. Secondly, the play need, which 
ties in with using a car as a sort of adult 
toy for recreation and enjoyment. Third, 
the aggression need, which motivates 
many drivers to want more powerful cars 
and better gasolines. They want to be the 
first to zoom forward when the traffic 
light turns green. Finally, the conservance 
need which leads the driver to purchase 
the best quality products and services to 
protect his investment in a car. 

These feelings about his car affect the 
driver’s behavior. They determine, in 


Petroleum 
E.1. DU PONT DE NEMOURS & CO. (INC.) - Petroleum Chemicals Division - Wilmington 98, Delaware 


part, how he thinks about a service sta- 
tion; and that means that his feelings 
influence service station sales. 

This new Du Pont-sponsored survey 
may suggest new ways to build your 
marketing program around basic psycho- 
logical needs. Such a program is likely 
to attract the motorists to your stations 
and products. 

National Analysts, Inc., made this sur- 
vey for Du Pont. The report is available to 
all oil companies. If you'd like a copy, 
please contact your local Petroleum 

icals Division representative, or 
just drop us a line. 


GU PONY 


#EG.u. 5, Pat OFF 
Betier Things for Better Living 
. » + through Chemistry 


Chemicals 





big a bargain they really get with to- 
day’s gasoline. 

You’ll be helping yourself and your 
industry by giving oil’s customers the 
real story about today’s gasoline prices 
and taxes. Here are the facts: 


It’s surprising how little oil’s custom- 
ers know about the biggest selling 
petroleum product—gasoline! They 
never see it or touch it—yet they use 
it every day. All they know is the price 
they pay... and only a few know how 


HAVE YOU GOT 
THE FACTS ABOUT 
YOUR BUSINESS? 


Today’s Gasoline Dollar 
S-t-r-e-t-c-h-e-s Further 


It’s a fact that the average American motorist 
actually gets “more for his money” thanks to the 
bargain he drives with today’s gasoline. 

In 1920, one dollar bought over 8 pounds of 
bread, two pounds of pork chops, two pounds of 
coffee, and over 20 pounds of gasoline. 

Today’s dollar buys less than 6 pounds of bread, 
one and one-third pounds of pork chops, 1514 
ounces of coffee. But it buys as much as 28'2 
pounds or nearly five gallons of top quality fuel 
—69 miles of driving power! Yes, gasoline still 
costs less than many other it¢ms in the family 
budget—even though direct taxes add 40¢ to 
every dollar spent for fuel itself. 

America’s oil companies have continually 
fought rising costs so that gasoline prices have 
gone up only a few pennies in the last five years. 
Meanwhile, gasoline quality has improved tre- 
mendously . . . so that-teday’s regular gasoline is 
as good as premium gasoline was only five years 
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ago. And today’s premium gasoline is as powerful 


as the bomber and fighter gasolines of the last war. 

You can be proud to be part of an industry with 
such a fine record of fighting inflation while im- 
proving its products. So next time you are asked 
about gasoline prices, remember ... 


WITH TODAY’S GASOLINE YOU DRIVE 
THE BEST BARGAIN IN YEARS! 


AmericanPetroleum Institute, Dept. G 
50 W. 50th St., New York 20, N. Y. 


I would like to obtain more information about today’s 
gasoline quality, prices and taxes. Please send me 


your FREE booklets. 


NAME 
ADDRESS 








ZONE STATE 





















‘AC SELLING SLANTS 


presenting... 


suits 


ey -\ le] i, i= 
SAVINGS COMPUTER 


if your spark plugs have 10,000 miles or more... - 7, 
9 “ 


The “BIG ANSWER"... 
the display size AC 
Gasoline Savings 
Computer. With a flick of | ' 3 
the dial, your customer : ' wo 

sets in his annual mileage, | cr if 
the local price of gasoline | oy 

and immediately the ‘ - 
Computer gives him the a - a 
dollars and cents Mg z 
answer... how much a cs 
new set of ACs will [Ps , 
reduce his annual q 
gasoline costs. ; 


WHEN YOU REPLACE 


Your Weatherproof AC WITH A NEW SET OF 


Computer installs 






r, “ 

anywhere—pole, counter, HOT TIP, go". : 4 

wall or window and is : spare f oe. 

shipped to you completely | A pLues a r “ 4 

assembled. oe a 
-.- EVERY 10,000 MILES F { 


CHANGE in SETS...and SAVE! 
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OF THE MONTH! 


ANSWER" 


to Increased Sales of AC Spark Plugs! 


A TOTALLY NEW and DIFFERENT 
PROGRAM FOR YOUR FALL SALES DRIVE 


This fall, AC dealers will be armed with a 
revolutionary new selling approach... 


the "BIG ANSWER" Campaign. 


The "BIG ANSWER” to increased sales is 
provided by the unique AC GASOLINE 
SAVINGS COMPUTER . . . a triple-threat 
performer . . . combining a working Com- 
puter—a real sales clincher—an attractive, 


versatile display in full color. 


Plus... 

Your Fall AC 
Campaign package 
includes two working 
hand-size computers 
for selling directly 
to the customer 
while he's in his car. 


This easy-to-read 
"BIG ANSWER" 
Plan Book that 
outlines the economy 
story and suggests 

a number of 
easy-to-use sales 
events featuring the 
Computer. 


POWERFUL NEW ADVERTISING SUPPORT FOR YOU! 


Network Television —AC will sponsor . . . ZORRO . . . produced with the magic touch of 
Walt Disney Studios . . . on ABC-TV. A vast national audience will view new AC Spark 
Plug selling messages every week of the year. Be sure to install your big ZORRO Announce- 


ment Banner included with each ''BIG ANSWER" Campaign package. 


National Magazines —Potential customers— Your customers will be influenced by full color 
AC Spark Plug advertisements in LIFE, SATURDAY EVENING POST and other leading 


consumer magazines. 


CALL YOUR REGULAR 
AC SUPPLIER TODAY! a 


Wutdoor Billboards —Coast to Coast this fall, carrying the AC message ... your message 


. « » to 29 million motorists daily. 


AC SPARK PLUG {Sb THE ELECTRONICS DIVISION OF GENERAL MOTORS fu 
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‘AC SELLING SLANTS 


YOU'RE A SULTAN OF SALES and 
A HERO AT HOME with...... 


the 6 AG Oil Filter: 


Four 4-Piece Oneidacraft Deluxe Stainless Steel Place Settings 


Here's a truly outstanding 
premium, one your family will 
really enjoy. Designed by the 
world-famous craftsmen of Oneida 
. .. each of these beautiful and 
practical pieces—16 in all—has 
the modern Profile pattern, rugged 
strength and high-lustre finish. 
They'll easily last a lifetime. 
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OF THE MONTH! 








This colorfully illustrated 8-pager is loaded with This eye-catcher directs your customers’ attention to 
display ideas and new, easy-to-use sales events. AC's new A-S-K theme. It reminds your customers 
Use them and you'll sell more and more Premium to ASK for the automotive service changes for 
Oil and AC Oil Filters, not only during the cam- troublefree motoring. 

paign period, but in the months ahead. 


ASK Your AC Supplier for the Profitable 
A-S-K Promotion that Costs You Nothing 


It costs you nothing because, included in the A-S-K 
Promotion Package are three popular-type AC Oil 
Filter Elements, worth $7.25. You'll quickly convert 
them into sales... and recover your total promotion 
investment. 





AC GIVES YOU FIRST-RATE PROMOTIONAL BACKING... 


New Network TV Show—Walt Disney Studios’ new ZORRO show will offer 

mystery, romance and adventure to millions of American viewers—potential 

customers for you. AC will sponsor this exciting new film on ABC-TV, and present 

powerful commercials to help you sell AC Oil Filters. Use the colorful ZORRO 

poster contained in your A-S-K campaign package to promote the show for ° » 

added sales. National Magazines—Millions of readers of LIFE, THE SATURDAY CALL YOUR REGULAR 

EVENING POST and other leading consumer magazines, will read colorful AC ads i 2 

. .. and be sold on the idea of changing their oil and filter. Outdoor Billboards— AC SUPPLIER TODAY! 

Thousands of billboards across the country. Every day 

they'll ASK millions of motorists to change GM 


their oil and filter . . . now. AC SPARK PLUG Sop THE ELECTRONICS DIVISION OF GENERAL MOTORS [S585] 
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behind every FAIL ALUMINUM TANK 


+. 27 years of Leadership 


Nobody Knows Aluminum Like HEIL 


Aluminum tanks are making news these days 
—but they aren’t new at Heil. Heil built its 
first aluminum tank 27 years ago. 

Heil pioneered new automatic welding 
techniques to take advantage of recently de- 


and great strength in Heil steel tanks is used 
in Heil aluminum tanks. 


Haul With Confidence . . . With HEIL 


veloped high tensile aluminum alloys to pro- 
duce the finest aluminum tanks in its history. 
You get six to ten percent more pay load over 
lightweight steel tanks of similar size. 


Exclusive Triple -Dished Heads 


The same precision, die-formed, triple-dished 
head design that provides uniform head size 








Reinforced Plastic Tanks for Liquid Transport 
Fuel Oil Truck Tanks 


THE HEIL co. 


Department 373, 3000 West Montana Street, Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wisconsin; Hillside, New Jersey; Lancaster, Pennsylvania 


Trailerized Petroleum and Chemical Transports 
Stainless Steel Tanks for Milk and Liquid Foods 


No rust troubles... greater resistance to 
more different chemicals... new pay load 
opportunities—Heil aluminum tanks offer 
you all these advantages. But they offer even 
more—an assurance that every detail of de- 
sign and construction is the result of 27 years 
of unmatched aluminum tank experience and 


development leadership. 
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you can meet any lubrication specification if you 


BLEND WITH ENJAY PARANOX® 


(DETERGENT-INHIBITOR ADDITIVES) 


Blended with Paranox, lubricants can be compounded to combine both minimum 
wear and maximum engine cleanliness characteristics. That’s why more and more 
refiners and blenders are relying exclusively on Paranox in formulating lubricants for 
heavy duty equipment and all engines that are subjected to tough operating conditions. 
Through years of intensive research and development work with manufacturers and 
oil companies, Enjay has developed the only complete line of high quality additives 
(Paramins®) that can assure maximum performance characteristics. Why not let 
this experience and know-how work for you? Contact the Enjay Company today. Pioneer in 
Petrochemicals 


ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N. Y. 
Akron» Boston + Chicago * Detroit * Los Angeles * New Orleans + Tulsa 
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WIRED FOR PROFITS! 


| Dresto.ite gives you everything 
you ever wanted ina battery line! 


@ NEW LOW-PRICED BATTERY LINE is 
packed with quality, guaranteed for18 months, and 
loaded for volume and profit! 


@ SALES TESTED MEDIUM-PRICED LINE has 
a proven reputation as hot seller in all groups. 


@ BIG PROFIT HI-LEVEL LINE is firmly estab- 
lished money-maker in the premium field. 


Total up the score and you'll find Prest-O-Lite has what 
it takes to get more sales and greater profits! 


Prestolite 
BATTERIES iL 


TELEGRAM ~~ ** (=== 
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ENERGY 


makes the WEST GROW 


The all-round growth of the nine Western 
States served by El] Paso Natural Gas 
Company and its subsidiaries continues to 
accelerate, consuming energy at an un- 
precedented rate. 


New growth calls for new energy— 
energy to make arid lands fertile... energy 
to make rigorous climates pleasant with 
air-conditioned homes and offices for year- 
round living and working comfort... 
energy to increase production in plants, in 
mines, in fields. 

Since 1928, when E] Paso Natural Gas 
Company was formed, population in these 
nine states has almost doubled. Looking 


ahead, this new West sees its present popu- 
lation increasing by almost 30% in the 
next 10 years. 


To help keep the West supplied with the 
energy required for future growth, El] Paso 
Natural Gas Company is engaged in con- 
tinuing and intensive programs to augment 
its large reserves of natural gas. In the 
past 10 years despite the tremendous in- 
crease in sales to El] Paso’s market, our 
committed reserves have increased over 
100%. The rapid rise of these reserves is 
equalled only by the unparalleled upsurge 
in Western energy requirements. 

Intensive exploration for, and acquisi- 
tion of, natural gas reserves are just two 
of many El Paso activities designed to help 
serve the energy needs of the West. 

El] Paso and its subsidiaries operate a 
network of natural gas pipelines, the 
world’s most efficient means of transporta- 
tion. Other activities are conducted in ex- 
ploration for and supply of petroleum, in 
refining, in the marketing of petroleum 
products, in the manufacture of petro- 
chemicals—and in the search for and proc- 
essing of uranium, a fuel of tomorrow. 


El Paso Natural Gas Company and its sub- 
sidiaries serve California, West Texas, Ari- 
zona, Idaho, Nevada, New Mexico, Oregon, 
Utah and Washington. 
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2OVISER 
a built-in 
HOSE 
», SNUBBER 
THAT 
SAVES HOSE 
oe DAMAGE 


Ciomene, Fig. 585C & 
2-CAR ROL-WAY 
Fig. 22C 


Ques ‘youn money 








BOWSER 1-2-3 HOSE ACTION... 


ROLLS OUT HOLDS EASY ROLLS IN 


Only Bowser has patented, positive-acting Rol-Way 











hose snubbers in 2-car and single dispensers and re- 








mote pumping system pedestals. Hose rolls out easily 
to length needed . . . snubber locks hose in position 
when extended ... . hose automatically retracts when 
nozzle is returned to holder. 





THE BOWSER SNUBBER STOPS C ST 


Bowser Rol-Way snubber permits easy drape of 
hose length needed . . . no tension or kinking . . . 
and no pull or strain on attendant. Marketers 
expect more from Bowser . . . and get it! 


See your Bowser Man or Write 


CREIGHTON AVE., FORT WAYNE, INDIANA 
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New WHITE 4000 


Has Important Payload Advantages 
eee Great New Power Advances 


as 
Now White rounds out its highway tractor line with ht 


this weight-saving, payload-boosting White 4000. It 
carries on the great White tradition of quality—adds 
modern, husky design and rugged power, plus maxi- 
mum earning power for all applications where front 
axle loadings heavier than normal are not required. 

It fills an important role in the great White line of 
tractors—find out how it can boost earning power 
for you. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


AUTOCAR DIVISION ¢ Exton, Pa. 
REO DIVISION ¢ Lansing, Mich. 
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BUTLER 


ALUMINUM 
... but that’s 


INVESTMENT IN TRACTORS 

Nine Butler Aluminum Transports can carry as 
much product as ten of the most modern steel 
units designed for the same operating area. By 
switching to Butler Aluminum Transports, you 
can cut down on the number of rigs you operate. 
Or, add business without buying more tractors. 


LICENSE COSTS 

In states where license fees are based on the 
empty weight of the transport, the lighter weight 
of Butler Aluminum Transports has saved as 
much as 35% in licensing costs. 


DRIVER TIME 

You multiply your driver's efficiency with Butler 
Aluminum Transports. They can deliver more per 
trip and let you handle more business without 
increasing driver time. 


FUEL COSTS 

Butler Aluminum Transports travel fewer miles 
per gallon of product delivered. This makes big 
savings in your fuel costs. On empty runs, you 
save fuel, too, since lighter weight Butler units 
are easier to puil. 
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TRANSPORTS carry top payloads 
Only one of their profit advantages 


TIRE WEAR 

Compared with other transports, top payload 
Butler Aluminum Transports require fewer trips 
to deliver the same number of gallons. With 
fewer miles to travel, there’s less tire wear. The 
lighter weight of Butler units on empty return 
runs is easier on tires than steel transports. 





MAINTENANCE 

Butler Aluminum Transports make real savings 
in maintenance—in tractor as well as trailer up- 
keep. By cutting down the miles a tractor must 
travel to deliver a given gallonage, wear and tear 
on motor, transmission and brakes is reduced. 
Butler Aluminum Transports never need to be 
painted to be protected from rusting. 





CLEANING 

Transporters who are operating Butler Aluminum 
Transports report these units are easier to keep 
clean than steel units. Less time is required— 
rigs can get back on the road quicker. And there 
is no rusting problem. 








A BONUS 
IF YOU HAUL 
MORE THAN 

ONE PRODUCT 


The non-toxic and corrosion-free qualities of 
Butler Aluminum Transports enable you to haul 
more products without fear of contamination. 
You improve your opportunities for new business 
when you add Butler Aluminum Transports to 
your fleet. 
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Ever since Butler developed the first successful alu- 
minum semi-trailer tank, Butler Aluminum Trans- 
ports have led the field in payloads and profits. In 
fact, extra payload alone (8 to 11% more than the 
most modern steel units) will pay the full cost of a 
Butler Aluminum Transport in three to four years. 

Now, operating records compiled by Butler- 
equipped transporters show that extra revenue per 
haul is only one way Butler units pay off. In almost 
every item of operating expense, Butler Aluminum 
Transports have made possible definite savings — 
savings in tires, licenses, driver-tractor time, main- 
tenance. 

This is the bigger profit story in Butler Aluminum 
Transports — and a story only Butler can tell so well. 
For Butler Aluminum Transports have advanced de- 
sign features such as high-strength cylindrical shape 
and high-speed piping that make them the most mod- 
ern, most profitable transports on the road today. 
These features assure top payloads and profits now 

. and for years to come. 


GO ALUMINUM 
FOR TOP PROFITS 
GO BUTLER 
AND BE SURE 


SeUTLER, 


BUTLER MANUFACTURING COMPANY 


Oil Equipment + Buildings + Farm Equipment 
Dry Cleaners Equipment + Outdoor Advertising Equipment 
Custom Fabrication 


Factories at Kansas City, Mo. * Minneapolis, Minn. + Galesburg, Ill. 
Richmond, Calif. + Birmingham, Ala. + Houston, Tex, 
Burlington, Ont., Can. 





match your service 
to your modern appearance... 


— 

















... install the # a9 " f 
motorcompressor __ a 
designed to meet your specific requirements... 




















Ingersoll-Rand 





powerful - compact > economical 


Attractive, inviting appearance pulls in the customers . . . fast, efficient service 
keeps them coming back. The modern answer to your air-supply problems is 
here with the brand new I-R Channel-flo, 

Ingersoll-Rand has adapted the many time-tested features of their larger com- 
pressors into a small, versatile unit to bring you new efficiency and economy. 
The Channel-flo is available in 1% or 2 hp. It's a two-stage, 200 pound per 
square inch unit. Get full details from your nearest Ingersoll-Rand branch or 
write direct to Ingersoll-Rand, 11 Broadway, New York 4, N. Y. 


ENCY — these 


the same pt 





11 Broadway, New York 4, N.Y. 
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CITIES SERVICE PLANS $750-MILLION EXPANSION! 


During the next five years, Cities Service will undertake the 
largest expansion program in its history, with all phases of oper- 
ation earmarked for enlargement. 

It is estimated that over $750-million will be invested in this 
new program which will vastly increase Cities Service oil re- 
serves, production, number of stations, and overall sales. 

Already, in Canada, Cities Service is spending $30-million 
for a new refinery and giant marketing expansion in Ontario 
and Quebec. This will provide many new stations for Canadian 
motorists, many new customers for Cities Service. 





A 


a, _ —~ 


Meee a 


CAUTION: Same Make and Model 
‘57 Cars Have Different Grease Fittings! 





Fuel 
injection 

gains 
ground 


Nash Rambler is now producing a 228-hp model 
called the “Rebel,” on which fuel injection is 
optional. 

Pontiac is also making available, to dealers 


g 4 only, a special model with fuel injection. Other 


— majors are now experimenting with the system, 
AAA cautions dealers to check each ’57 car carefully when lubricating. which appears to be gaining favor rapidly. 
Even some identical models have different locations for grease fittings, 
AAA points out. Other service tips include the following: 


LIFTING — Be doubly cautious with 1957 cars on your lift. Some contact 


and twin post hoists require special adapters. New frame designs make Cash in on Bigger Profits 
it easy to do damage using improper equipment. ’ 
TOWING — Extreme caution urged with all models due to overhang, road as a Cities Service 
clearance and weak or two-part bumpers. Be sure that cables do not rest * ane 

on grille or body downsweep. 4 Dealer or Distributor 
NEW DIFFERENTIALS— Certain cars may be ores with nonslip dif- Never has the outlook for Cities Service 
ferentials. Never jack up one side, start motor and engage gears while dealers and distributors been more prof- 
one rear wheel is on ground. New differential design diverts all ra to itable, the incentives greater, than right 
the wheel having greatest traction, thus car would immediately begin now. If interested in the full Cities 
moving. Service story, write: Cities Service Oil 
CARBURETOR ADJUSTMENTS—Even the smallest adjustment on multi- Company, Sixty Wall Tower, New York 
barrel carburetors will result in a marked change in performance. Do 5, N.¥ 

not attempt to re-set without the necessary test equipment. 
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This easy-to-handle-dock hose 
--- Speeds up loading time 
»-elowers cost<per-hour of service 





The modern super-tanker may take on 60 million pounds 
of oil in a dozen hours. And the dock hose that serves 
these tankers may be on the job around the clock. 








4 Outstanding Features 


Covers of Gates made-to-order Dock 
Hoses are specifically engineered to with- 
stand the severest assaults of dock and 
tanker service. They long resist the 
damaging action of oils and derivatives, 
abrasion and weather. 


Tubes of black synthetic rubber have been 
expressly developed to handle petroleum 
derivatives without softening or swelling. 


Exact Lengths — 3 to 50 feet to meet the 
specific requirements of any job — help 
eliminate damage which can occur when 
excess lengths are used. 

Static-Bonded for Safety — all Gates Dock 
Hoses and their built-in fittings are 
static-bonded to discharge electricity 
before a dangerous charge can be 
built up. 








The Mark of 


Specialized Research 





it is vitally important therefore, 
that this dock hose be highly flexible 
—easy to connect and disconnect—for 
hurry-up maneuvering, yet extremely 
tough and rugged to assure longest 
life at lowest cost per hour of service. 


At busy docks around the world 
Gates Dock Hose fully meets these 
rigid requirements. 


Multiple plies of light-weight, high- 
tensile fabric, reinforced with spiral 
windings of steel wire, produce a hose 
that withstands suction and working 
pressures up to 200 pounds psi. 


Fitted with any desired type of 
steel, bronze or aluminum nipples and 
flanges or with Gates built-in rub- 
ber flanges. 


The Gates Rubber Company 
Denver, Colorado 


TPA 203 
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Great new future for you 


It’s here. The new D-X Boron Motor Fuel 
harnesses the power of the wonder chemical 
element boron to give motorists “THE 
SMOOTHEST POWER THEY CAN BUY.” 


It’s here. The biggest advertising drive in 
D-X history, bringing the exciting news about 
D-X Boron to millions of motorists. Head- 
lining the story is D-X Sunray’s new weekly 
half-hour TV show, Jack London’s Capt. 
David Grief—forecast to be one of the top 
dramatic shows of the year. Driving home 


a ae 


the story is the largest advertising program 
in D-X’s 30 years including dramatic news- 
paper ads—highway boards and attention 
getting point-of-sale advertising. 


It’s here. The brightest future ever—for you 
as a D-X jobber or dealer. Get the whole 
exciting story — including new D-X Boron 
Motor Fuel advertising and promotion pro- 
gram for jobbers and dealers. Write now to 
N. B. Ingram, General Manager, Retail Sales, 
D-X Sunray, Dept. 77, Tulsa 2, Oklahoma. 


D-X SUNRAY OIL COMPANY (Subsidiary) 


4 


Sunray Mid-Continent Oil Company 


Tulsa, Oklahoma 
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YOUR Purc HASE 


GALLONS 


PRICE PER GALLON 




















THE GILBARCO ByGaacau ees 























YOUR BRAND STANDS OUT 
—AT THE POINT OF SALE! 


Your brand always stands out when the Sales-Maker helps merchandise 
your gasoline. And billboard-type brand panels are just one advantage of 
this great pump. For everything—yes, everything you want in a gasoline 
pump you’ll find in the Sales-Maker. Attractive appearance? Compare it 
with any other pump you ever saw! Enduring dependability? For solid, 
rugged design, the Sales-Maker is in a class by itself. Ease of maintenance? 
Ask your mechanics if they’ve ever seen an easier, faster pump to work 
on! Quiet operation? Here again the Sales-Maker invites comparison with 
any other gasoline pump ever made. 


MONO-FRAME CONSTRUCTION one-piece 


steel frame eliminates top and side panels. Rigid, rugged construction 
guarantees better protection to internal components, longer life. 


LOW-COST MAINTENANCE —Deep die- 


formed, divided panels are easy to remove, provide immediate and complete 
access, reduce damage costs since replacement is quick and inexpensive. 


SUPE R-ACCURATE METER - cithareo’s four- 


piston meter measures with split-drop accuracy—is field-proven in every 
corner of the world. 


Before deciding on any gasoline pump, 
be sure to investigate all the outstand- 
ing advantages of the Gilbarco SALEs- 
MAKER. Write today for a complete, 
illustrated brochure. 
































THE MOST ECONOMICAL TROUBLE- 
FREE REMOTE PUMP EVER OFFERED 


TRIED © TESTED ¢ PROVEN 


YOU CAN'T GO WRONG WHEN YOU INSTALL 
GENUINE ORIGINAL RED JACKET “EXTRACTA" PUMPS 


RED JACKET "FIRSTS" 


@ 1%, H.P. REMOTE SUBMERGED GASOLINE PUMPS 
@ % H.P. REMOTE SUBMERGED GASOLINE PUMPS 


@ % H.P. SUBMERGED BOOSTER PUMPS FOR EXISTING STATIONS 
USING SUCTION TYPE DISPENSERS 


@ EXTRACTIBLE SUBMERGED PUMPS THAT ELIMINATE PUMP PITS 
@ PUMPS THAT AUTOMATICALLY STOP WHEN STORAGE TANK IS EMPTY 


INSTALLATION AND OPERATING ADVANTAGES 


1. Save over $600 per station 5. Simplified electric contro! panel — 
another Red Jacket ‘First.’ 
2. Permits economical, unlimited 
flexibility in station design— smaller 6. '/ H.P. readily handles 
piping, larger tanks, greater bury 8 dispenser stations 
ee ener Seer 7. No mechanical seals or stuffing boxes 
3. Quiet — out of sight — 


lubrication and maintenance free 8. Use of Red Jacket remote pumps 
no longer requires 6 or 8 dispensers 
4. No shut-off valves required in lines to justify cost of remote type stations 
between pump and islands — eae: ; 
a Red Jacket "First." 9. Underwriters’ Laboratories approved 


10. For large and small stations 


11. Complete, sturdily packaged with 
all necessary controls, manhole ej 
and fittinas 





= UY UY” 
RED JACKET A YW TYPICAL REMOTE GASOLINE 
, PUMP INSTALLATION 
(For new stations) 






petroleum 


qviomand RED JACKET MANUFACTURING CO. 
; Petroleum Equipment Division 
P. O. Box 270 Davenport, lowa 
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Whatever Your Requirements 


oo MKEN-DETROIT 





Lereussion hammer aevelopea 0Y Guy 


drills up to four times faster! 








y¥Vetuesee 









ap 
1) 











The common method of drilling is shown at left 
with Gulf’s new hammer drill at right. It is ex- 
pected that drilling speed will be increased up to 
4 times when the new method is put into use. 


The problems encountered in the search for oil are 
many and various and one of the most frustrating is 
this: How can you drill straight down and fast? 


Now, since you can’t send a man down with a 

percussion drill, what’s the next best thing? To send 
the drill down, of course. And Gulf scientists, at the 
Research Center in Harmarville, Pa., have devised 
a way to do just that. It took a long, long time... 
but they did it. 
First, they developed the drill itself. It consists of a 
reciprocating piston and cylinder arrangement for 
delivering percussion blows against friable (or brittle) 
rock encountered in tough formations. 

The device is encased in a cylinder about 19 feet 
long which hangs at the end of the drill string, with 
a conventional roller bit fastened directly below. As 


Gulf Oil Corporation, 








the drilling mud circulates through the mechanism, 
it drives a 200-pound hammer, delivering 600 or 
more strokes a minute, on the attached bit. 


Result: Drilling speeds may double or quadruple in 
the hardest oil field formations. Not only that, but 
straight-line drilling is now possible since the bit 
will no longer veer off slanting rock formations. This 
solves the costly problem of the crooked hole. 


So, here it is. A tool designed specifically for hard- 
rock drilling, which is expected to provide savings 
in money, time, and maintenance. The new drill is 
about ready for release and arrangements are now 
under way to make it available to the industry. 


One more step in petroleum progress—one more 
scientific advance with an ultimate public benefit. 
This is, indeed, the industry that looks to the future. 


General Offices, Pittsburgh, Pa. 
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for Tandem Driving Axles 


~~ hockovell Spring and Ave 





For on-highway trucking of petroleum products . . . for rugged off-highway 
production and drilling operations... for any tandem driving axle require- 
ment—one of the products in the complete Timken-Detroit line of lightweight, 
medium and heavy-duty, and planetary tandem driving axles will assure you 
more work time . . . more economical maintenance . .. smaller parts inventory! 


TIMKEN-DETROIT 
LIGHTWEIGHT TANDEM TIMKEN 


gives you greater payload capacity. Up to 700 


pounds lighter than any other unit of equal ca- > % 
pacity, this new lightweight tandem will give A r 4 L & 

you up to 26,000 extra ton-miles of payload in 

every 75,000 miles of operation, ROCKWELL SPRING AND AXLE COMPANY 












TIMKEN-DETROIT 
HEAVY-DUTY TANDEM 


with large rugged double-reduction gears is 
unequaled for dependable, economical operation 
under toughest conditions. Exclusive “Cradle 
Ride” suspension, with its long, resilient, floating 
springs, reduces road shock, stabilizes the load, 
and improves driver control. Some Timken- 
Detroit medium and heavy-duty tandems are 

















available with worm drive. 


ONLY TIMKEN-DETROIT OFFERS YOU ALL THESE 
EXCLUSIVE FEATURES AND ADVANTAGES! 


Timken-Detroit Inter-Axle Differential di- 
vides torque evenly between axles, yet 
permit wheels of one axle to revolve faster 
or slower than wheels of other axle. Both 
axles do equal amounts of work. Driving 
parts and tires last longer. Controlled from 
the cab, the differential can be locked out 
at any speed to give positive through-drive. 


Timken-Detroit “In-Line” Propeller Shaft 
Drive gives you straight-through drive. 
Bearing and gear life is greatly increased 
because universal joint working angles are 
materially reduced. 


to ALEMITE for everything 


Unequaled Parts Interchangeability means 
easier maintenance. Almost all parts in 
TDA® tandems—gears, pinions, differen- 
tials and brakes—are interchangeable with 
parts from Timken-Detroit standard single 
axles. This means more productive opera- 
tion time—fast, simple, economical mainte- 
nance, smaller parts inventory. 


Famous Torsion Flow Axle Shafts are made 
even stronger through the use of more 
splines and greater root diameter. 


Timken-Detroit Rectangular Shaped Axle 
Housings are forged from high carbon 
steel. This shape, plus TDA full strength 


WORLD’S LARGEST MANUFACTURER OF AXLES FOR TRUCKS, BUSSES AND TRAILERS 





corner sections, provides greatest strength 
possible with minimum weight and size. 
Timken-Detroit Hypoid Gears with their 
larger pinions and greater tooth contact 
give outstanding performance, top ef- 
ficiency and long life—plus lower mainte- 
nance costs. 


Dependable Heavy-Duty “P” Series Air 
Brakes uiilize a unit-mounted design to 
make a compact self-contained assembly. 
Open type spiders mean lower tempera- 
tures, longer liner life. Tapered “Econo- 
liners” provide greatest thickness in area 
of greatest wear. 


©1957, RS&A Company 








need to handle more lube jobs faster! 





You Can Depend On The Leader... 


ALEMITE 22 


Whether you need a single fitting, or a complete 
bank of hose reels with pumps, Alemite’s your 
answer! 

Alemite equipment not only gives faster, 
longer-lasting service. It is backed by unmatched 
customer protection in writing. Only Alemite 
offers: (1) a 27-month “Sealed-in Air Motor” war- 
ranty ... (2) a12-month Equipment Warranty... 


for more service... 


protection and finer 


and (3) a 12-month Warranty on High Pressure 
Hose! And Alemite maintains 414 lubrication 
service centers coast-to-coast, to give immediate, 
on-the-spot attention to any maintenance or re- 
pair problem. 

Save time, trouble, money! Let Alemite supply 
all your lubrication equipment needs — from one 
dependable manufacturing source! 
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to ALEMITE for everything 
need to handle more lube jobs faster! 








De Luxe Portable Equipment 
~—Feather-touch portability, Beauti- 
ful, easy-to-clean matching cabinets. 
For 100- or 120-lb. refinery drums. 
Dispensers for chassis lube, gear 
lube and A. T. fluid ... and drain. 


Visi-Drum Equipment— Displays 
your own lube brand on each unit, 
helps sell your service. Matched 
equipment clamps on 120-lb drums. 
Drain and dispensers for chassis 
lube, gear lube and A. T. fluid. 





Overhead Hose Reels— Distinctive 
new design! Sectionalized construc- 
tion permits installation of additional 
units. Reels are interchangeable for 
chassis lube, gear oil, motor oil and 
automatic transmission fluid. 





“‘Super-H" High-Pressure Pump 
Powers both Wall Alemiters and 
portable units. Faster lubrication 
with today’s long-lasting lubricants. 
Instant recovery—no pressure drop, 
no time lag. Patented Pressurtrol for 
tremendous reserve power. 








Wall Alemiter— Delivers lubricants 
directly from 120-lb. drums to over- 
head reels. Finger-touch raising and 
lowering of cabinet assembly and 
pumps. Single air line. 


Specialized Lubrication Tools . . . 
Hand Guns... Fittings and Acces- 
sories—A complete line of power- 
packed hand guns and specialized 
lubrication tools. Alemite Red-Ball 
Fittings meet standard replacement 
requirements for all cars. 


A SOUR Le REE 














On-the-Car Electronic Wheel Balancer — Balances 
all wheel sizes including the new 14”! Never ob- 
Soleted by wheel size changes! Nothing attached to 
wheel . . . nothing removed from vehicles. Elimin- 
ates both up-and-down (kinetic) and side-to-side 
(dynamic) unbalance of all car, bus, truck and 
trailer wheels. 


REG U.S. PAT. OFF 





For free catalogs and information, 
write Alemite, Dept, AS-107 


‘ 


Ate 
if 
a 


Division of STEWART-WARNER CORPORATION 
WARNER] 1850 Diversey Parkway, Chicago 14, Illinois 


_q ALEMITE Ss 
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A man was moving his family south be- 
cause of ill health when his utility trailer 
broke down on the New Jersey Turnpike 
during a raging snowstorm. After making 
several appeals for help, the man came to 
Atlantic dealer Horace Eckman in Mt. 
Holly, N. J. Two hours and several long 
distance phone calls later, the man had 
a rental trailer and was on his way south 
again. Result: Because of Mr. Eckman’s 
interest, that man today is a confirmed 
Atlantic customer. 


Service station people take little time off, 
but Atlantic dealer Steve Synczynszyn did 
manage to get away from his station in 
Farnhurst, Del., for a little fishing one 
afternoon. His relaxation was interrupted 
by the sudden screams of a woman. 
Steve raced down the bank and found 
55-year-old Olive Ramsey struggling help- 
lessly against the current. Without an 
instant’s hesitation, Steve dove into the 
water and pulled the near-drowning 
woman safely to shore. 


It’s hard to know where to begin to de- 
scribe the many community services Joe 
Hartnett renders. In the Olney section of 
Philadelphia, where he lives and operates 
his Atlantic station, Joe is a synonym for 
generous civic activity. He works with 
local service clubs, donates prizes for 
women’s card parties, runs contests, spon- 
sors a baby parade and puts up trophies 
for outstanding athletes. He was named 
1955 “Dealer of the Year” by Brand 
Names Foundation. 


SERVICE IS A LOT OF THINGS 


These are three of the 1956 Atlantic Dealer Award winners, honored 


by the company for “unusual and conspicuous effort reflecting credit on 
all who wear the Atlantic Uniform.” 


Each day, from New England to Florida, more than 8000 Atlantic 


dealers serve the public in many important ways... . They, through inter- 
ested service, keep cars on the go and contribute directly to the welfare 
of their communities. 


your best super octane buy 


Atlantic dealers know that service is the all-important competitive 
factor in the service station business. 


ATLANTIC. 


Service is essential to success. 


THE ATLANTIC REFINING COMPANY 


Makers of Atlantic Imperial Gasoline... 
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Get better display 
for = 


= 
——— 


<= 


with Continental 
“F” style cans 


...and save valuable shelf space, too! 


The broad flat surface of every “F’’ style can acts Let us start you off with all the “F” style cans 


just like a poster for your product. The handsome 
lithography of Continental’s master craftsmen 
quickly identifies your product in the eyes of busy 
shoppers ... makes your product more attractive, 
easier to see, easier to sell. And because of the 
space-saving rectangular shape, “F” style cans let 
grocers stock more of your product per shelf foot. 


QUALITY 


you need. Sizes four ounce (spout top) up to one 
gallon. Then, if you need engineering or research 
help for any phase of your operation call us. It’s 
available as part of our special package service. 
Order soon ... get the packages with more “see 
more “sell” — Continental “F” style cans. Rapid 
delivery from shipping points across the U. S. 


| nitinol | l€ CONTINENTAL 

5 ERE CAN COMPANY 
Eastern Division: 100 East 42nd Street, New York 17, New York 
Central Division: 135 South LaSalle Street, Chicago 3, Illinois 
Pacific Division: Russ Building, San Francisco 4, California 
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rack, Goodling now 
lon oil delivery trucks 
a Marlow pump. 


Using a single eting 
fills 2,200 to 2,900 - 
in 4 to 5 minutes w 


The Goodling Electric Company 
of York, Pa., is one of the area’s 
largest fuel-oil distributors and 
one of the best equipped for cus- 
tomer service in the country. 
Goodling has a 1,750,000 gallon 
bulk plant and operates 10 retail 
delivery trucks, 2 emergency 
stand-by trucks and two 6,000 gal- 
lon transports. Prior to moderniz- 
ing their present facilities, it took 
between 10 and 15 minutes to load 
delivery trucks and over a half 
hour to unload their transports. 


As Goodling’s oil operation has 


grown from approximately % mil- 
Bottom filling reduced foaming and spilling. Truck baffles were per- “ > 
forated and loading was done from the bottom up with telescopic lion gallons just prior to World 
loading tubes. The improved loading facilities at Goodling were War! ‘Ili ll 
developed with the cooperation of Marlow’s Engineering Department. ar II to almost 9 million gallons 
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and unloading time 60% L 


High-Capacity Marlow Pump Loads 
Retail Delivery Trucks at 640 GPM... 


Goodling operates two trans 
the refinery and pipe line to 


today, Charles G. Eyster, Presi- 
dent, decided to modernize plant 
facilities for better customer serv- 
ice. Marlow’s Engineering De- 
partment and other suppliers, 
working with Roland Anstine, 
Manager of Goodling’s Fuel Oil 
Department, determined that the 
trucks could be filled at 640 gal- 
lons per minute. This was accom- 
plished by perforating the baffles 
in the trucks and by loading from 
the bottom up with a telescope 
loading tube cut at a 45° angle and 
using a Marlow Model 422HEL-9 
Self-Priming Pump. 


With the installation of the new 
equipment, customer service was 


which haul fuel oil from 
ir own 1,750,000 gallon bulk 
plant. The same Marlow Pump used on loading rack service 
unloads the transport trucks in 9 to 10 minutes. 


baits? 


speeded up and company cost re- 
duced. Goodling now rushes 2,200 
to 2,900 gallon oil delivery trucks 
from the loading rack in only 4 
to 5 minutes, instead of the pre- 
viously 10 to 15 minutes! This one 
Marlow Pump enables Goodling 
to keep pace with customer de- 
mand and allows them to unload 
their 6,000 gallon transports, as 
well. 


If you have a problem of han- 
dling petroleum products, either 
for bulk plants, retail delivery 
trucks or transports, see your Mar- 
low dealer for the right answer. 
Marlow has a complete range of 
self-priming pumps for petroleum 
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one pump handles 
without delay to e 


A preesa Marlow pump used on loading rack service is alse 
used to unload Goodling’s two 6,000 9 
up to 6,750,000 gallons of fuel oil a year 


allon transports. This 
er retail trucks or transports. 


products. For complete informa- 
tion, write for Bulletin PM-06 and 
the name of your nearest Marlow 
dealer. 


BELL & GOSSETT CO. 


Midland Park, N. J. 
Morton Grove, Illinois Longview, Texas 
in Canede: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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Always change the valve 
when mounting new 


Tas 


tubeless tires 4 Arr 


Every time you install a new tubeless tire, be sure to install a 
new Schrader valve, too. Protect your customers’ driving safety 
and the reputation of your tire’s brand name with a new Schrader 
valve. Make this simple service a profitable “must.” For full, 
built-in mileage over the entire life of a tire, the valve should 

be as new as the tire. 








Tubeless business—changeover, repair, replacement—is growing 
every day. Be ready with complete Schrader service. 


A. SCHRADER’S SON * Division of Scovill Manufacturing Co., Inc. 
BROOKLYN 38, NEW YORK 


FIRST NAME IN TIRE VALVES 








o division of SCOVELL 





FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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The Standard tor Comparison 


Model 56 
Fleet Jr. 
Model 256 
Iluminated Oil 
Merchandiser 


Model 246 
AWTH Islander 


Model 248 
AWC Islander iad 
with Cash Box Model 32 
Hose Reel 
eee 98 
ireflator Model 244 
AWT islander 


Model 789 
Fleetmeter Pump 
with Ticket Printer Model 656 
‘ Highboy 


Mode! 2008 G 
BigG Model 100 BMF 


Transter Pump Grease Dispenser 


Model 506 
Barrel Pump 


Oil marketers know and appreciate the vast 
margin of safety built into the Bennett fam- 
ily of dispensing equipment—the margin of 
safety in engineering and fine workmanship 
that assures users of day-by-day, year-in- 
year-out dependability. 


Built to the world’s highest standards of 
quality, Bennett-Eco products also give users 
that EXTRA margin of safety that means 
lowest maintenance cost—and may mean the 
extra margin called profit. 


JOHN WOOD COMPANY . Bennett Pump Division - Muskegon, Michigan 
District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Buffalo * Charleston * Chicago « Cleveland « Dallas * Denver + Detroit 
Kansas City * Los Angeles * New Orleans » New York * Philadelphia * Pittsburgh « Rochester © Salt Lake « Seattle ¢ St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED - Toronto + Montreal » Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 





“This is the lifel Retcening | to “his new, ‘comfortable home ote a profitable day ot 
his TEXACO Service Station, Nick Liguori is greeted by his wife and granddaughter. 


DO cdlcy on S 


“It's a great feeling to be your own boss. I enjoyed 
it from the day I got my Texaco dealership,” says 
Nicholas A. Liguori of Newark, N. J. With his son 
and nephew as partners, Nick operates a busy 
7-man station. 

“I’ve been a Texaco Dealer for 28 years. Before 
that, I worked in a garage. I had a hankering to be 
my own boss. 

“Yes sir, my TExaco sign is a valuable asset. We 
all have more take-home money, thanks to it. And 


says Nicholas Liguori, successful Texaco Dealer 


we've never worked with finer people than the 
Texaco men--right from the district manager 
to the salesmen. They are just as concerned with 
the success of our station as we are . . . help with 
merchandising and inventory control and in many 
other ways. 

“Any prospective dealer who needs help will find 
Texaco really cooperates . . . helps a fellow get 
started and trains him how to make the business 
pay off in hard cash. What more can you ask?” 





6 reasons why you can make 
money as a Texaco Dealer! 


THE BEST petroleum products, known and accepted by 
car owners in all 48 states. Continuous research and 
development insure that Texaco will always have out- 
standing products. 


THE BEST and biggest national advertising program 
. constantly selling Texaco Dealers to car owners 
everywhere. 


WRITE OR PHONE TODAY if you'd like to be 
your own boss—a Texaco Dealer. Let’s talk 
it over. No obligation. Get in touch with the 
Texaco Division office nearest you. 


THE BEST point-of-sale promotion material to help 
bring customers in and bring them back! 


THE BEST customer credit card —in fact, the only 
petroleum credit card honored under one sign in all 
48 states . . . and in Canada, too. 


THE BEST retailer policy — Texaco doesn’t compete 
with its dealers . . . makes available to them nationally- 
advertised and accepted TBa products. 


THE BEST opportunity to cash in on “touring” business 
all year — because Texaco customers at home like to 
stop at Texaco stations when on the road. 


THE TEXAS COMPANY 


DIVISION OFFICES: Atlanta, Ga.; Boston 16, Mass.; 
Buffalo 9, N. Y.; Butte, Mont.; Chicago 4, IIL; 
Dallas 2, Tex.; Denver 3, Colo.; Houston 2, Tex.; 
Indianapolis 1, Ind.; Los Angeles 15, Calif.; Min- 
neapolis 3, Minn.; New Orleans 16, La.; New York 


17, N. Y.; Norfolk 2, Va.; Seattle 1, Wash. 





That's right. Dow ads in THE SATURDAY EVENING POST 
beginning in September spearhead a new advertising- 
merchandising program to sell you and YOUR service. 


Ads, posters, banners, publicity... all talking about you! 


interest-buliding POST ads 
remind your customers about the 
importance of glycol antifreeze pro- 
tection and cooling system service— 
the kind only you can give them. 
Compelling limericks and _ brief, 
friendly messages talk up your com- 
pany’s brand of antifreeze and your 
expert service. 


Plus special ads in SPORTS 
ILLUSTRATED and POPULAR 
SCIENCE urge readers to “Get 
Your Antifreeze Early”! 


Best way to take advantage of this 
fresh, new advertising program is 
to (1) make sure you have an 
adequate supply of your company’s 
brand of glycol all-winter antifreeze; 
(2) alert your customers that you're 
ready, willing and able to give them 
the best cooling system service avail- 
able anywhere. 


Colortul window banners and 
streamers are a key part of the 
program to make your selling job 
easier, profits bigger. Post these 
bright, forceful reminders on win- 


dow, door, pump or pole. 


This all-out merchandising program aiso includes nation- 
wide publicity in Newspapers, Magazines, Radio and TV. 


this fall... 


read about your 
Tiis'DOW CHEMICAL COMPANY, MIDLAND, micHIoAN <Q LeS D> 

















self in 


(when you’re not too busy selling antifreeze) 


oy 





Fram Filters (oil, air, fuel and water) are on over 
* 30,000,000 vehicles now on the road—more people know 
and prefer Fram Filters to any other make. 


Every day almost 12,000 new passenger cars leave the 
factory equipped with Fram Oil and Air Filters. 271 
manufacturers of quality precision engines prefer FRAM 
Filters to any other make. 


From coast to coast dealers are praising Fram’s hard- 
selling merchandising program. They know FRAM mer- 
chandising has resulted in Fram Filters being preferred 
by more motorists than any other brand! 


Add ’em up... 


.. . they total to a wonderful profit opportunity for 
your dealers. Add Fram to your TBA program, now. 
Only Fram offers you and your dealers so much! 


More reasons why FRAM belongs in your TBA 


Fram Corporation, Providence 16, R.I. 
Fram Canada Ltd., Stratford, Ontario 
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in research 


in standard equipment 


in quality 


in preference 


Only FRAM Filters offer all 
of these advantages 


OIL * AIR © FUEL « WATER 
at ih oa Cartridges individually engineered to 
riba & car manufacturer filter type require- 
ments. 
A filter for every requirement: oil, 
fuel, air or water. 
e Unconditional money back guarantee. 
e Cartridges metal-encased for greater 
safety and strength. 
Carburetor air filter patented built-in 
gasket absolutely prevents by-passing 
of dirt and dust. 
Cartridges remove abrasives as small 
as 39/1,000,000ths of an inch. 
Good profit margin on every car- 
tridge. 
Continuing advertising and sales 
promotion. 
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GELLING 
AGENT 


ORONITE 
GA-10 


Superior grease 
lubricants that 


Withstand higher operating temperatures (Up to 75° hotter than 
lithium based greases) 


Are water resistant (GA-10 greases are insoluble in water) 


Give improved bearing performance (last as much as 2-3 times longer than 
ordinary soap based greases) 


Have superior work stability (hold up better under severe operating conditions) 


Are resistant to radiation damage from X-Rays, gamma rays, 
beta rays and neutrons (GA-10 greases maintain good gell structure up to 
500 megaroentgens of gamma rays) 


GA-10 greases have higher ASTM dropping points (in excess of 580°F.) 


Are compatible with other types of greases 


Have excellent pumpability in either pressure or automatic feed systems 
(GA-10 greases are faster flowing than most soap gelled greases) 


The unique properties of Oronite GA-10 gelling agent makes possible the production 
of high performance grease lubricants for a variety of applications. Whether you make 
multipurpose grease lubricants, automotive greases, aircraft, marine or special purpose 


greases you can now make them better with Oronite GA-10. oo 


Call or write the Oronite office nearest you for detailed information. 
Send for technical bulletin describing properties of Oronite GA-10. Ce 


EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 
SALES OFFICES « New York, Wilmington, Chicago, Cincinnati, Houston, Los Angeles, San Francisco 
EUROPEAN OFFICE « 36, Avenue William-Favre, Geneva, Switzerland ase 


y ORONITE CHEMICAL COMPANY 
® 
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The Rockwell-Nordstrom valves shown 
above have a vital job at one of the 
nation’s largest and most modern air- 
ports. They control aviation fuel and 
lubricants that flow directly from an 
adjacent tank farm to fueling pits right 
on the field. 

Here’s why Rockwell-Nordstrom 
valves were specified throughout this 
unique fueling system. Only Rockwell- 
Nordstrom valves assure the positive 
shut-off so vital to safety and preven- 
tion of products contamination. And, 
because they close with a smooth, easy 


ROCKWELL-= Nordstrom VALVES 


Lubricant Sealed For Positive Shut-Off 


VITAL MEMBERS OF THE GROUND CREW 


quarter-turn, flow control is fast and 
foolproof. Additional benefits: compact 
design allows tighter manifolding and 
lubrication eliminates metal-to-metal 
wear for longest valve life at lowest cost. 

Rockwell-Nordstrom lubricated plug 
valves are available in a full range of 
sizes and types for every petroleum 
marketing need. And, they cost no more 
to buy—often less—than ordinary 
valves. Write for complete details or 
see your nearest supplier. Rockwell 
Manufacturing Co., Pittsburgh 8, Pa. 
Canadian Valve Licensee: Peacock Brothers Limited 


© 





R. W. Buck, R. W. Buck Garage, 108 
North Beacon, Dallas, Texas: “‘Got to 
admit Auto-Lite has something good in 
that Power Tip Spark Plug. I had my 
doubts at first, but since trying them 
I’ve been sold. Putting a lot of them in 
GM and Ford cars now.” 


Harvell D. Akins, Akins Shell Service, 
California & Main, Royal Oak, Michi- 
gan: “‘We first tried Power Tips in 
Buicks. They worked so well we now 
put them in all makes.” 


YOU CAN SEE 
THE BIG NEW 
DIFFERENCE IN 
SPARK PLUGS! 


Ordinary Tip Power Tip 


Power Tip protrudes farther 
into the combustion chamber 
for better ignition. Fuel burns 
more evenly and completely 
to give top performance and 
economy at all speeds. 


Roy Andersen, Andersen’s Garage, 
730 Ellis Street, San Francisco, Cali- 
fornia: “Everybody says they have the 
best and I didn’t believe what they said 
about those Auto-Lite Power Tip Spark 
Plugs until I tried a set in my car. 
Power Tip’s the best!’’ 


Kenneth R. Melis, Six Point Auto 
Electric, 3149 North Willamette Blvd., 
Portland, Oregon: “A lot of people 
think Auto-Lite Spark Plugs are made 
just for Chrysler products, but I found 
out differently when I put a set of 
Power Tips in my car. That did it. I’ve 


George K. Bodiley, Service Manager, 
J. J. Conroy, Inc. (Dealership), Doyles- 
town, Pennsylvania: ‘We service all 
makes of cars and we carry all three 
makes of spark plugs, but for both 
town and country driving Auto-Lite 
Power Tip is really tops!’ 


Bud Hudson, Maryland-Warren Auto 
Electric, Maryland & Warren, Detroit, 
Michigan: ‘My first experience with 
Power Tip was mighty convincing. My 
customers were so well pleased with per- 
formance and gas mileage they are still 
sending me new customers!”’ 


been sold on Power Tip ever since.” 


The reason: Power Tip “fires up” today's higher 
horsepower engines to peak performance and 
economy at all speeds! 


Every dealer on this page has plenty of good reasons for recommending 
and installing Power Tip in overhead-valve engines. 


These dealers know that at low speeds the projecting Power Tip gets 
hot fast, operates hotter to burn away fouling deposits which impair 
engine performance in city driving. At high speeds, the Power Tip is 
actually cooled by the richer air-fuel mixture to check costly and danger- 
ous high-speed pre-ignition caused by overheated spark plugs. 


But most important of all, these dealers know from experience that . 
Power Tip pleases customers and results in repeat sales. And that adds 
up to money in the bank! 


You need only nine Power Tip numbers for complete coverage of all 
these cars: Buick, Cadillac, Chevrolet, Chrysler, De Soto, Dodge, 
Hudson, Ford, Imperial, Lincoln, Mercury, Oldsmobile, Nash, Packard, 
Plymouth, Pontiac, Rambler, Studebaker. 


Stock up on Power Tip . . . available with or without resistor in both 
14mm. and 18mm. You'll find it’s good business to recommend them 
exclusively for overhead-valve jobs. 





W. M. Underwood, Underwood’s 
Texaco Service, 4290 Peachtree Road, 
N. E., Atlanta, Georgia: “‘Power Tip has 
conquered the low-speed fouling prob- 
lem for many of my customers. I’ve had 
such good results I’m now selling Power 
Tip 100%.” 


Paul J. Brugger, Paul’s Garage, 2535 
Honolulu Avenue, Montrose, California: 
“I have a lot of customers who drive 
slowly around town all week and then 
hit the open road on week ends. A lot 
of them had fouling troubles until I 
started installing Power Tip. Power 
Tip is great.” 


John Rotunno, Rotunno Garage, 2332 
W. Harrison Street, Chicago, Illinois: 
“I used to play it safe and put in the 
original equipment make. But lately 
I’ve been pushing Power Tip across 
the board.” 


to POWER TIP 


John Dahi, East Side Ignition, 216 E. 
Cermak, Chicago, Illinois: “I’m real 
fussy about satisfying my customers so 
I always carry all three makes of plugs, 
but I’m pushing Power Tip simply 
because it does the job better than any 
other make.” 


G. L. Anderson, Anderson’s Union 
Service, 1250 Huntington Drive, Duarte, 
California: “I’ve got to nand it to 
Auto-Lite—they have come up with 
the best spark plug on the market today 
—Power Tip. I’ve never had a come- 
back from Power Tip—and I’m putting 
them in all makes of cars.” 


Harry Teasdale, Washington Avenue 
Service Station, Garden City, New 
York: “High speed or low speed—any 
speed—anywhere—this new Auto-Lite 
Power Tip Spark Plug works well in 
GM, Ford . . . well, all makes of cars.” 


ORDER FROM YOUR WHOLESALER TODAY! 


AUTO-LITE. 


SPARK 


Olin L. Simpson, Simpson’s Auto 
Service, 3263 N. W. 17th Avenue, 
Miami, Florida: ‘‘Having a set of Power 
Tips in my own Oldsmobile, I can 
understand why customers to whom I 
have sold Power Tips are sending their 
friends to me to change to Power Tips.” 


PLUGS WITH 


POWER TIP 


Auto-Lite makes a complete line of spark plugs, including Standard, Resistor, Small-Engine, Transport, Aircraft, and Diesel-Starting. 





. 


“OVERHEAD” 
MAKE A PROFIT for you 


The New BALCRANK Overhead MULTIPLE REEL 
Banks with their GLEAMING FINISH and SMART 
APPEARANCE will add to your profit by attracting 
more customers to use your lube service. 





You can SERVICE TWO LIFTS AT THE SAME TIME from one Reel Bank . .. BALCRANK 
REELS, with their six-roller outlet guides, have LONGER hose lengths. When you put your 
lube equipment overhead — you clear your floor for more efficient work space .. . and make 
room for additional merchandise displays. 

All needed SERVICE OUTLETS ARE WITHIN EASY REACH when you install BALCRANK 
Multiple Reel assemblies ... and these multiple reels provide any number or combinations of hose 
reels for Chassis Lube, Gear or Motor Oils, Automatic Transmission Fluids, Air or Water service. 


NOTHING stops a BALCRANK 


PUMP th only pump dirt cannot 
foul. 

Pumps the GREATEST Volume . . . of ANY 
Lubricant . . . at HIGHEST Pressure . . . at 
LOWEST Temperature. Pumps for All services 
— Chassis, Gear, Motor Oil and ATF. 





ert eee LeeLee | Simplified Lubrication Equipment 
Want more facts and illustrated literature & 
on how you can make more money with BALCRANK INC., 


a 

& 

_ eee eer 2 Disney Street, 
a Address your inquiry to Dept.1107 Vq pet 4 : 
TTTTLTTLOULULIELLE Lier ice Cincinnati 9, Ohio 
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PUROLATOR MICRONIC® FILTERS used by New Jersey Oil Distributor 
Joseph D. Forte are pedestal type with flow rate of 300 gpm. 


“| know my fuel’s clean 


“Despite rust which may develop in storage 
tanks or pipes, my fuel is always clean when 
it should be —on delivery,” reports Joseph D. 
Forte, Atco, N. J. Oil Distributor. “That’s 
because I filter it through Purolator Micronic® 
filters instead of just passing it through a screen. 
My Micronic filters intercept and remove the 
contaminating particles — even those that are 
too small to be seen by the naked eye. I know 
it’s clean — and so do my customers.” 

Home fuel... diesel fuel...any fuel can be 
contaminated in storage. And the best methods 
of freeing it of abrasive contaminants are offered 
by Purolator’s complete line of bulk filtration 
equipment, with flow rates ranging from 15 to 
1500 gpm. 

A recent addition to this line is Purolator’s 


on delivery’ 


curb pump filter. It has a high flow rate of 25 
gpm for diesel fuel and almost no pressure drop. 
Its development helps make certain that what- 
ever fuel you filter...and whether you filter it 
at the curb or at a terminal... you can get pre- 
cisely the right filter from Purolator. 

For full details, write Purolator Products, 
Inc., Front & Linden Streets, Allentown, Pa. 


Filtration For Every Known Fluid 


PURQLATOR 


PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 


PUROLATOR PRODUCTS, INC., Rahway, New Jersey, and Toronto, Ontario, Canada 
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FRAM-WARNER LEWIS 


NEW VERTICAL SEPARATOR / FILTER 


FOR WATER AND SOLIDS 


REMOVAL FROM LIQUID FUELS 
OPERATES ON LIQUID FUELS 
(JP-3, JP-4, JP-5, AVIATION GASOLINE, 


KEROSENE, DIESEL FUEL, NO. 2 FUEL OIL, 
SOLVENTS, AROMATICS, ETC.) 


REVOLUTIONARY FEATURES TO SIMPLIFY MAINTENANCE 
(SWING BOLT COVER WITH MECHANICAL 
LIFTING JACK, SCREW BASE CARTRIDGES) 


GOVERNMENT TESTED AND APPROVED — 
MEETS CURRENT MILITARY SPECIFICATIONS 


MANUFACTURED BY WORLD LEADER IN 
FILTRATION AND SEPARATION 


DESIGNED FOR ANY CODE OR PRESSURE REQUIREMENT 
TOP EFFICIENCY ON WATER AND SOLIDS REMOVAL 
SPECIALLY DESIGNED FOR 


REFINERY, MARKETING, MARINE, 
AIR FIELD, AND GOVERNMENT APPLICATION 


WARNER 


LEWIS DIVISION OF FRAM CORPORATION 


Company | REPRESENTATIVES IN MAJOR CITIES 


in Canada: FRAM CANADA LTD., Stratford, Ontario 


BOX 3096 e TULSA OKLAHOMA 
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Now Standard refines a rare ‘‘rock’’ 
to give U.S. a new source of gasoline 





Progress in the West means... 


High pressure water jet shatters solid Gilsonite. Flume hose washes particles down New sources of gasoline 
mine floor to pipeline. t 
0 fuel 52 million more 


Petroleum products are now being made without crude oil. motor vehicles by 1965; 
Standard found the answer in a rare hydrocarbon called Gilsonite. 

But it took $16,000,000 and a vast research program to do it. Deep 

in the mountains of Utah our scientists worked out a better, faster 

way to mine Gilsonite. Meanwhile our engineers designed the nation’s 

first pipeline capable of carrying solids suspended in water . . . over 

rugged terrain to a spot 72 miles away. 


There Standard* built the nation’s first privately financed refinery to 
make petroleum products from a material other than crude oil. Today 
that refinery turns Gilsonite into high octane gasoline for motorists, 
and the purest coke known for making steel, aluminum and other 
metals. In our country’s search for new sources of fuel, the develop- 
ment of Gilsonite is a major breakthrough. It means the equivalent of 
100,000,000 barrels of oil added to U.S. underground reser ves — *Through Americgn Gileouite Compeny, 
important help in meeting our country’s growing petroleum needs. a Standard affiliate 


STANDARD OIL COMPANY OF CALIFORNIA 


Plans ahead to serve you better 


tIn 11 Western States 
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This unretouched 
photograph, taken 
by Edmund F. Howes, 
UOP Staff Photog- 
rapher, was oward- 
ed First Prize in the 
1956 ASTM Photo- 
graphic Exhibit. 
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out of this plug? 


4 


The old problem of the fouled-up spark plug is less acute today because of modern 
improvements in petroleum refining. Most refiners are taking the utmost 
precautions to make sure that the motor fuels they produce burn clean, quick 
and with the full power needed for today’s high compression, high-speed 

engines. Throughout the refining industry research technicians are constantly 
checking the fuels their refineries produce to help guard against plug fouling 

and to maintain all the high performance characteristics demanded by today’s 
automotive engines. In this way they are helping to make and keep the 
products you market salable. Here at UOP, in our business of developing 
processes for the manufacture of motor fuels, we also never take our eyes 

off the performance of the end product. Our research and technical staffs are 
constantly concerned with the fuels made by UOP processes to make sure 

that these will have the performance qualities that will give their ultimate 
users full satisfaction. This is only part of the broad contribution 

research is making toward the salability of products from petroleum. Wherever 
you market, you can be sure that ‘“‘men of science” are constantly working 

to keep the products you sell at the quality level your customers demand. 





UOP has prepared an interesting booklet on ‘How Men Of 
Science Help You Sell.” We'll be glad to send you a copy on request. 


This is a modern V-8 engine and dynamometer used in the 
UOP Engine Laboratory to analyze all phases of motor 
fuel performance including engine cleanliness test. It is 
one of the tools used by UOP technicians to develop 
methods for producing fuels having all of the character- 
istics necessary to satisfy the petroleum marketers’ most 
demanding customers. 


More Than Forty Years Of Leadership 
In Petroleum Refining Technology 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S. A. 
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For trouble-free 
service station 
piping use Dresser 


Couplings and 
Fittings 


When you install service station piping, you have to 
be right the first time. Mistakes can mean costly 
excavation and even costlier interruptions of business. 
That’s why you find Dresser Couplings being used in 
the underground piping of so many new service stations 
these days. Dresser Couplings provide permanently 
tight joints that withstand the stress of ground settling 
and frost heave. Installation is simple. Any man who 
can use a wrench can make a perfect joint because there 
are no threading, close alignment, or exact pipe cutting 
problems to complicate the job. Dresser Couplings and 
Fittings are available through your local piping supplier. 


Write for your free copy of Dresser’s Petroleum 
Marketing catalog, showing how you can benefit 
by using Dresser Couplings and Fittings. 


DRESSER 


Dresser Manufacturing Division + Bradford, Pa. 


STYLE 38 


Standard couplings fv. 
sizes 2” and larger. 


STYLE 90 


Heavy-duty ‘‘'no 
thread” fittings for 
underground piping 2” 


STYLE 90 
are also available 
in 90° and 45° “L's”. 
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Ready now-=new catalog 


describing Buckeyes complete line 
of refueling equipment for... 









overwing refueling... 


Also No. 8385 Non-Drip Oil Servicing Nozzle 





No. 9162 
+ Overwing Fuel 
} Servicing Nozzle 


No. 4092 
Underwing Fuel 
Servicing Nozzle 


underwing refueling... 


Also No. 8718 Aircraft Pressure Fuel Servicing Adapters for underwing refueling 






ae =. No. 4092 FC 
: C Underwing Fuel 
Servicing Nozzle 





hydrant systems 


No. 13200 Hydrant Emergency Valve and Adapter for automatic shut-off service 





No. 4093 B 
Hydrant Valve 


j 

i . i. r 

E& No. 4096 
: . Hydrant Adapter 





-—- Se 


BUCKEYE IRON & BRASS WORKS N 
Box 883, Dayton, Ohio 


Get your free copy of Buckeye’s new catalog prepared espe- 
cially for aircraft refueling. It’s available now! 


NAME 
COMPANY 
TITLE 
ADDRESS 
city 






















QUALITY PRODUCTS 
FOR THE AVIATION INDUSTRY 


These and other Buckeye aircraft refueling valves 
are described in full in our new Aircraft Catalog. 
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for about the same price as mechanical systems! 


ardmore 


HYDRAULIC SYSTEMS 
give you 


@ the recognized superiority of hydraulic 
systems at a new low cost 


@ maximum safety with nothing electric in the 
reel and pump compartment 


@ a LOW PRESSURE system that eliminates 
hydraulic operation problems 


@ the lighter weigh: and easier installation 
characteristic of hydraulic systems 


@ a product pumping system and reel drive 
that’s as quiet as a kitten 


Here at last is a product handling system most every- 
one has wanted and waited for . . . a hydraulic system 
with all of its many inherent advantages... AT A 
PRICE ABOUT THE SAME AS A MECHAN- 
ICAL SYSTEM. 


The advantages of Ardmore Hydraulic Systems in- 

‘clude (1) simplified installation (no mechanical 
alignment problems) , (2) maximum operating safety, 
(3) smooth and adjustable control of product pump 
and reel operation and (4) reduction of maintenance 
to practically nothing. 


NEW BUT PROVED ... Ardmore Hydraulic Sys- 


tems have been exhaustively tested over a period of 
two years in actual truck installations. Their per- ARDMORE PRODUCTS 


formance and dependability have been positively NORTHBROOK «+ ILLINOIS 
proved. Just write or telephone . . . we’ll be delighted Telephone: CRestwood 2-5000 
to give you complete information. 


Designers and manufacturers of Ardmore hose reels and Ardmore hydraulic systems. 
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You get 


widest 
container 
wartery 


from 


From 2% gallon pails to 55 gallon drums — including stainless — U.S. Steel offers the widest 
bulk container selection of all. Chances are there’s a container here that’s best for your needs, 
Your U.S. Steel representative will be glad to help you select the right one. 

Profit from all 5 of these U.S. Steel extras, too: 


Eye-catching containers — your containers not only ship your product, but advertise 

it, too — when color-decorated by U. S. Steel. 

Best rust protection—there’s more zinc phosphate on every USS rust-inhibited container. UNITED STATES STEEL PRODUCTS 
Prompt container delivery — a 7-point factory system gives you next-door service Division 

anywhere — any time. UNITED STATES STEEL CORPORATION 
Personalized container service — your U.S. Steel salesman makes it his business 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 

to understand yours —to help you get the right containers for your needs. Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Longer container life — extra zinc phosphate gives your containers a safer, longer Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


- USS STEEL DRUMS @© 


pnreetTrTtts S$ Ta. 2S se 2 ok 


October, 1957 + NATIONAL PETROLEUM NEWS 





NEW_THINKING 


THIS SALE 


‘oes FIN... 


TOTAL GALLONS 


PRICE PER GALLON 


(o} (6) (2) 


laar-lel-m eh 
VEEDER-ROOT 


Lite is made easier for the man at the pump (and his 
customer, too)... by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle... Fewer parts for easier, faster maintenance 

... More protection for totalizers . . . Larger figures 
and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root’s continuous 
effort to make the ‘‘Head for Figures’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root. . . where the 
objective of every working day is to help the gasoline 
pump industry render better, more dependable service, 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. * Greenville, S. C. 
Chicago * New York © Los Angeles 
San Francisco * Montreal 
Offices and Agents in Principal Cities 


Ve- ver-Roort 


“THE NAME THAT COUNTS” 
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One of a series—to acquaint jobbers with the Pure Oil franchise 


Facts for Jobbers 
from Pure Oil 





PURE jobbers are well known and respected citizens of their communities. They are intimately 
aware of local conditions and problems. Those are important reasons why PURE prefers to 
sell through jobbers in most communities. 


PURE believes in jobbers. Over 40% of PURE bulk plants are jobber — Another 40% 
are distributor operated plants. 


PURE jobbers benefit from the national prestige and product acceptance created by the 
company’s advertising every other week in The Saturday Evening Post. 


© 


Pure Oil jobbers are served through local management which has authority to make decisions 
and take a personal interest in each jobber’s success. 


if you are interested in growing and profiting 
with an aggressive, forward-looking oil company 
under a successful, selective marketing program, 
call or write Pure Oil’s District or Division 
Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 

35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to be a partner in profit with PURE 
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SALES - MAKER | 


FROM 


Westinghouse 


Free Display Merchandiser packed with 12 assorted Safe-T-Beam™ headlamps 


This special Westinghouse Safe-T-Beam Assortment is demand-designed from national sales 
figures. These fast-moving types enable every dealer to cash in on the growing headlight replace- 
ment market—for the new 4-headlight cars. 


BE SURE YOUR CUSTOMERS GET THE BEST HEADLIGHTING SERVICE 


For maximum glare protection and beam control, headlamps should have ail filaments shielded. 
Only Westinghouse Safe-T-Beam headlamps have glare shields for all filaments. 


New Westinghouse Safe-T-Beam b i i / New Westinghouse Safe-T-Beam 

4001 shielded single filament lamp % Ya , Z 4002 shielded double filament 

for high beam in 4-lamp headlight Fp , lamp provides spread light on high 

systems. e. eS beam, plus low beam . . . both 
é Bh F shielded. 
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FREE 
INTRODUCTORY MERCHANDISER 


Colorful merchandiser takes up only 
1 square foot of floor Contains 
five 5040S (6v.), three 5400S (12v.), 
and two each 4001 and 4002 (12v.). 


Here’s the answer to any dealer’s problem. The new 
Safe-T-Beam assortment gives you the fast-moving types 
your customers need. 


In the exclusive Westinghouse display assortment, you 
get two each of the new 4001 and 4002 (12v.) Safe-T- 
Beam headlamps for the four headlamp system, five 
5040S (6v.) and three 5400S (12v.). 


And the carton itself opens into a space-saving, eye-catch- 
ing merchandiser. Ready to set up in window, on the 
counter, in the lube room. A sign and three-color trans- 
parent window streamer are packed with each assortment. 


you can Be SURE...iF iTS 


What's more, the display tells a sales story no other brand 
can offer. For only Westinghouse Safe-T-Beam head- 
lamps offer glare-shielding on all beams—for both 2-head- 
lamp and 4-headlamp systems. 


So line up with the line that’s easiest to sell—exclusive 
Westinghouse Safe-T-Beam headlamps. Back-up stock 
is available in standard packages of 12 each for 5040S 
(6v.), 5400S (12v.), 5440S (12v. heavy duty truck) and 
4001 (12v.) and 4002 (12v.) headlamps. Only Westing- 
house Safe-T-Beam headlamps have glare shields for all 
filaments and aimer buttons for precise mechanical aiming. 


Westinghouse @ 
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MAKE MORE MONEY 
LESS INVENTOR 











Inadequate or Top-Heavy Inventories 
Cost You Money! 


THAT’S WHY we pay special attention to helping 
you set up Dayton Thorobred tire inventories tailored 
exactly to each of your particular station operations. 
In fact, Dayton Field Merchandisers, who are seasoned 
TBA experts, are always close at hand to give you assist- 
ance on any tire marketing problem that may arise. 
This, however, is just one of the ways we can help you 
make money on your tire sales. In addition, Dayto~ 
provides you with: 

SENSIBLE, COMPETITIVE PRICING 

COMPLETE HIGH-QUALITY LINE 

WRITTEN SERVICE GUARANTEES 

AGGRESSIVE ADVERTISING AND PROMOTION 

ATTENTION-GETTING SALES AIDS 

ON-THE-SPOT SALES TRAINING 

EXPERIENCED MANAGEMENT COUNSEL 


Write, wire or call collect today, for more information 
on the Dayton Franchise which offers you a quality 
product and a practical marketing program that will 
increase your tire sales. 





4 LEADER IN ITS FIELD. The All-Nylon 1957 
Dayton Thorobred Premium available in 
Tubeless or Tube-Type. 


Dayton is one of the leading suppliers of 
TBA Products to the Petroleum Industry, 
now serving over 100,000 stations. 


Dayton 
wile 


Dayton Rubber Co., Tire Division, Dayton 1, Ohio 
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Explosive concentrations of flammable vapors or gases may be present only 
in the immediate vicinity of processing or distribution equipment . . . or they 
may extend into far wider areas. 


The National Electrical Code defines certain areas as Class I hazardous 
locations where explosion-proof electrical apparatus is mandatory. But it 
takes a specialist to be completely sure that questionable areas have ample 
protection. 


Let our Product Engineers help you. To be sure that your electrical 
equipment conforms to Code requirements in every necessary location, call 
one of the offices listed below. An experienced Crouse-Hinds product engi- 
neer will be glad to look over new plans or present plant without obligation. 


Choose from Thousands of Products. Crouse-Hinds — and 
only Crouse-Hinds — makes a broad selection of U.L.-approved 
electrical equipment for every Class and Group defined by the 
National Electrical Code. Just a few are shown here. 


Ops 


Main Office and Factory: Syracuse, ene TK 
Crouse-Hinds Company of Canada, Ltd.: Toronto, Ont, 
Indianapolis Kansas City Los Angeles 


Corpus Christi Dalles Denver Detroit Houston 
Lake City St.Louis 6&1. Paul Sonfrancisco Seattle ‘Tulsa Woshingwe RESIDENT REPRESENTA. 
Reading. Pa. jenomea ¥ ‘a. Shreveport Crovee-Hinds Company of Canada, Lid. Toronto, Ont. 













This New Crouse-Hinds 


HAZARD Finder 


helps you locate the hidden 
probabilities of electrically- 
ignited explosions in ANY 


alopasidelolt Mmela-teh 






















ze Loading 
Valves 
Available Now for the Petroleum, : 
Chemical and Aviation Industries 
NEW CATALOG NO. 65 ON | Loading Arm 
( | ) Assemblies 


LIQUID HANDLING 
EQUIPMENT 


INCLUDES COMPLETE ENGINEERING DATA — The new 
Wheaton catalog contains full specifications, diagram- 
matic views and recommended applications on all stand- 
ard products, One complete section is devoted to general 
engineering data of interest to engineers and designers. 


REQUEST YOUR FREE COPY NOW — This informative 
brochure will be particularly useful for installation tech- 
nicians, operations engineers and purchasing staffs for 
specifying and ordering liquid handling equipment. To 
obtain your copy, just write on company letterhead to 
Wheaton Brass Works, Union, New Jersey. 















Truck Tank 
Equipment 


Storage Tank 
Fittings 


_ Aircraft 
. Equipment 


—_ 
wy 


Engineering 
Data 













Proven for Quality 
since 1892 






REPRESENTATIVES IN ALL PRINCIPAL CITIES WORLD-WIDE 




















. GIRARD & SON THE WATTS CO. RENICK & MAHONEY, INC A. H. STROYD Foreign Representatives EMCO BRASS MFG. CO. 

ine Iinois Houston, Texas New York, New York Pittsburgh, Penna. E. A. TESSADA tareste Kent, 
LUFKIN ENGINEERING CONNOR & HARRIS R. H. WISHMAN CO., INC. J. A. SAVAGE Mexico City, Mexico e . 

& EQUIPMENT CO. Kansas City, Missouri Buffalo, New York Summit, New Jersey , SOLARES Y CIA., WORTHINGTON CORP. 

’ “ PHIL $. CRUTCHER, JR. 1H. G. ANDERSON H. 0. LINK & SON S. En C., Havana, Cuba Rio de Janeiro, Brazil, S.A. 

C. H. CURRIER wed Louisville, Kentucky EQUIPMENT CO. Baltimore, Maryland == Foreign Manufacturers SOCIETE LUCEAT 
ERIE METER MANNING, HONE Albeny, New York EQUIPMENT SALES = wc) LIMITED — 

SYSTEMS, INC. & SIEKMEIER INC. EDWARD F. WORDEN CO. CO. INC. London, Ontario, LJUNGMANS 
Oakland, California Denver, Colorado Detroit, Michigan Atlanta, Georgia Canada Maimo, Sweden 
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Eventually, these blisters in the partially cured lining material break through, causing pinhole 


‘i . 


ugal Spray Process as no air is used, and solvent content is vastly reduced. 





rey 


e Pia api So a Lea pie B he 
s. This cannot happen with lining materials applied by the Rheem Centrif- 


And Rheem uniformly applied linings are properly cured by high temperature baking which insures even, free flow of warm air vertically through every drum. 


New Rheem Centrifugal Spray Process gives you a 


» completely uniform lining, drum after drum after drum! 


New Centrifugal Sprayer spins off a con- 
tinuous curtain of finely atomized lining 
material at a controlled, uniform rate. 


YOU CAN RELY ON a 


All surface areas of a drum automati- 
cally lined by the new Rheem Centrif- 
ugal Spray Process are—and stay— 
completely and uniformly coated. 

This new, fully automatic process 
not only eliminates globs and skips, but 
blisters and pinholes as well. And Cen- 
trifugal Spraying, teamed with the new 
Rheem Vertical Baking Process, re- 
sults in a curing job never before 
equaled! 

Only the new Rheem Centrifugal 


Spray Process gives you: (1) Uniform 
lining thickness—controlled to within 
.1 of a mil. (2) Uniform viscosity of lin- 
ing materials with lower solvent con- 
tent. (3) Uniform application. There’s 
no air turbulence because there’s no air 
used in the spray and no drum rotation. 
Spray always travels the same distance; 
to coat all surfaces. Human element 
eliminated. (4) Uniform curing—thanks 
to vertical, 3-stage ovens with con- 
trolled air flow and temperatures. 


WORLD’S LARGEST MAKER OF STEEL SHIPPING CONTAINERS 


For full detaiis write: Rheem Manufacturing Co. 
Container Division, 1701 Edgar Road, Linden, N. J. 


Plants and Sales Offices: Richmond and South Gate, Calif. « Chicago + Linden, N.J. « New York « Houston « New Orleans + Sparrows Pt., Md. 
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from truckers who know 








@ ‘In 116,000 miles, 
it averaged 6.5 miles per gallon.” 


@ ‘It handles 40,000 gross 
with ease of a passenger car.” 


@ ‘At approximately 122,000 miles, 
all that was necessary 
was a valve grind.” 























No matter how you slice it—it’s power at the 
wheels that counts. And you get it with a Reo 
Gold Comet OH-170. This “‘big-load hustling” 
engine combines straight six economy with V-8 
responsiveness to give you the most efficient 
six cylinder engine in its class. Its “‘wet-sleeve” 
design and other advanced Reo exclusive fea- 
tures cut downtime and overhaul costs in half. 

For “‘cost of power to the wheels’’, there is 
nothing comparable on the road. And Reo can 
prove it. So ask your Reo salesman for a 
demonstration. There’s a Reo Gold Comet Six 
engine for trucks of any make. 








Six Cylinder Gold Comets 
up to 170 h.p. Gas 
up to 160 h.p. LP-Gas 


REO DIVISION  ansinc 20, micmcan 
THE WHITE MOTOR COMPANY 


































‘J&L phosphatizes in-the-round? 
. .. you mean after the shell 
is formed and welded ?” 


‘Sure, how else can you properly 
phosphatize the seam? 
J&L gives us a 100% job!” 





© J&Lspecialists, backed up by 
modern research, are ready 
to consult on your toughest 
packaging problems, 


e J&L, an integrated steel 
producer, controls container 
quality from start to finish. 


e J&L steel containers provide 
engineered packaging for de- 
pendable transportation and 
safe storage. 


© Precise fabrication and cor- 
rect specification of fittings 
and closures, 


e Prompt dependable delivery 
from nine plants, 


Call your nearest J&L Con- 
tainer Division office for rec- 
ommendations on your pack- 
aging problems. Or write 
direct to the Container 
Division, 405 Lexington 
Avenue, New York 17, N.Y. 


+ SA 0 ASLAN REISER IO. A OP TREN AN 





Jones & Laughlin 


STEEL ..-.a great name in steel 
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ba! (as) ad DEDICATED TO QUALITY AND SERVICE 
i 


Whiteway’s NEW and vastly different RAPID-START . 
HELUME, “— its Bone —. lense, aa arm i : 

ighting not only on island, but also to surrounding area EW m 

and on station-building. ALL-ALUMINUM construction, WHIT AY'S NEW HI LUME PUTS 
with a Support Channel of Armco aluminized steel . . . THE LIGHT ON YOUR BUSINESS— 
ad A pe yi oa ae of ee ya pas the 

stren of steel! Each lamp has its own individual re- y 

flector for maximum light reflection. Decorative, heavy Wher a You 

cast aluminum end plates give added strength and dura- a 

bility. The use of White Urea spring-loaded, double-re- 
cessed lampholders result in constant contact with lamps 
. . . eliminates lamp blackout due to such causes as vibra- 
tion, corrosion, and improper clearance. Special knockout 
plugs permit spot lighting to be fastened to main struc- 
tural channel, not to just the sheet metal housing. It's 
difficult to believe that such a premium quality fixture can 
sell for such a low price! 


@ Basic lengths of 4-6-8 feet available. Your exact requirements 
available in odd lengths, such as 6-10-14 feet. 

@ NEW “wrap-around” extruded Plexiglas hinged doors. 

@ Fully adjustable post mounting brackets. No post center dis- 
tance needed with order—no measuring or drilling on job 
a lights are made to fit, regardless of your require- 
mi 

@ Underside maintenance. All maintenance can be accomplished 
by opening the hinged doors. 

@ One-piece die-formed top housing eliminates possible water 
leakage into interior of electrical circuits. 

@ Extruded rubber gasketing around entire perimeter of hinged 
doors. Dirt, weather and insect resistant. 
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cor 16 years ~~ 
an important link in tRI- SURE THE WORLD 0 OVER 


Tri-Sure Plant at St. Catharines, Ontario, 


Tri-Sure Canadian Plant gives you products 
that are leaders in 
precision, performance, protection 


Established in 1941, Tri-Sure’s Canadian plant—the third plant in Tri- 
Sure’s world-wide chain—has been manufacturing an important and 
expanding line of products for Canadian industry. — 


This modern plant at St. Catharines, Ont. is ideally situated for fast and 
reliable supply of Tri-Sure Seals, Plugs and Flanges for Drums . . . Tri-Sure 
Nozzles, Inner Seals and Screws Caps for Light Containers . . . Tri-Sure 
Drum Closing Rings . . . Tri-Sure Conduit Bushings . . . and an extensive 
line of precision automotive parts. 


For 16 years an integral part of “Tri-Sure The World Over,” the St. 
Catharines plant joins Tri-Sure plants in the United States, Brazil, Aus- 
tralia and Mexico—as well as affiliates in England and Holland—in 
serving customers with a continuing program of product improvement. 


Let Tri-Sure provide your plant with the products, the quality, the service 
you need. Write for details or consult our engineers. 


*The “Tri-Sure” Trademark is a mark of reli- 
ability backed by over 35 years serving industry. 


ways specify VN 
VED 


AMERICAN FLANGE & MANUFACTURING CO., INC. 
30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. - LINDEN, N. J. + NILES, OHIO 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comercio, Sao Paulo, Brazil 


American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Compania Mexicana Tri-Sure S/A, Bang 2 terry He hog Caile Piramide, S. Bartolo Naucalpan, E. 


B. Van Leer N. V., Suatheutanbode ¢ , Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mail 8. W. 1, London, England 




















NATIONAL PETROLEUM NEWS « October, 1957 








Ahead of the News 





IN WASHINGTON 





Tax Break for Small Business?—Look for a new 
push for small business tax relief in Congress next 
session (it’s an election year). Chances of success de- 
pend partly on whether the Eisenhower administration 
decides it can afford any tax reduction. Sen. Sparkman 
(D., Ala.) has barnstormed the country to hear what 
small refiners and other segments of little business 
say about taxes. His object: to build support for pro- 
posals to give the little guy a special break on corporate 
income taxes, make payment of estate taxes more 
painless. Proposals for changes in the excise tax 
structure are being shunted aside right now. 


Uphill Path for Probers—Senate Antitrust Subcom- 
mittee may not get around to investigating oil pricing. 
The group, headed by Sen. Kefauver (D., Tenn.) has 
said it would look into the “market leader” situation, 
already being investigated by a U.S. grand jury in 
Alexandria, Va. Sen. Wiley (R., Wis.) also wants a 
probe of natural gas prices in the Upper Midwest. But 
the subcommittee will probably run out of time and 
money by the time it finishes with other industries 
(steel, farm machinery, food) on its schedule. 


Antitrust Chief Going West?—Washington specula- 
tion has Asst. Atty. Gen. Victor R. Hansen, now in 
charge of antitrust activities, being named to a federal 
judgeship on the West Coast. Possible successor: 
Robert A. Bicks, Hansen’s first assistant. 


Resid Imports: Changing Picture—Coming months 
may bring increases in imports of foreign residual 
fuel, as a result of the government’s crackdown on 
the influx of foreign oil. Tidewater Oil Co. has already 
said it may have to start importing resid to offset its 
“unfair” allotment under the Administration’s voluntary 

and to remain competitive with other com- 
panies. National Coal Assn. will urge the government 
to include fuel oil in its restriction program,. but 
experts say it isn’t likely. 

& 


West Coast Settlement?—Some observers say the 
Justice Department is trying to settle the long-standing 
antitrust case against seven West Coast majors by 
consent decree. DJ reportedly would like the majors 
to agree not to grant exclusive distributorships; and 
for Standard of California and Union Oil of California 
to give up their chains of salary-operated stations. West 
- Coast DJ officials deny any knowledge of an out-of- 
court settlement. Pre-trial hearings in the 
scheduled to 

when the suit was filed seven years ago, was to help 
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Detroit Case: Still in the Air—Standard Oil Co. 
(Indiana) and the FTC are still battling. Latest move: 
submission of an FTC brief rechallenging Standard’s 
right to a “good faith” defense in answering price 
discrimination charges in the 17-year-old Detrcit Case. 
A lower court rejected FTC’s last order. Oral argu- 
ments will be held this fall on whether high court 
should uphold that decision. 


AROUND THE COUNTRY 





Private Brand Squeeze?—Future of low-price private 
branders has marketers guessing. Some predict even 
more growth; others say the road ahead looks rough. 
The situation is not clear-cut, but these developments 
are worth study: 

e A few big majors are combating low prices 
with low prices in some areas. Others are thinking 
about doing so. Some independents say the majors 
are “trigger-happy” about prices. 

e@ Sales of “surplus” gasoline to private branders 
by some majors are reportedly being curtailed and 
possibly eliminated. 

There will still be some majors and many smaller 
refiners to supply private branders, but the squeeze 
could hurt. One large independent says, “There’s going 
to be two or three years of hell to go through. Some 
boys will fall by the wayside. Then things should be 
rosy again.” 

2 


New NOJC Prospect—California Petroleum Marketers 
Council may join National Oil Jobbers Council. The 
CPMC started as a distributor association in an area. 
where jobbers are scarce, has since taken dealer groups 
as members. Now CPMC and NOJC are looking for 
a formula that will make CPMC eligible to affiliate 
with the national organization. 


Ring Those Bells, Boys—A major company is planning 
a doorbell ringing campaign for all of its dealers. Says 
one official, “Dealers had better learn the techniques 
we used back in the Thirties.” Dealers will also be 
urged to work up their own mailing lists, instead of 
using those supplied by direct mail firms. 


Multi-Brand Stamps—Motorists in Houston will be 
choosing between two different brands of trading stamps. 
at a few private-brand stations there. Jobbers responsi- 
ble for the new approach believe some customers select 
a station by the kind of stamp it offers, hope to increase- 
their appeal by handling two brands. 


More Ahead of the News > 
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Ahead of the News 





Next Year: Lag in Demand?—First estimates of 
1958 demand are less than optimistic. Esso Standard 
vice president B. L. Ray predicts a 2.1% increase in 
domestic demand, and a drop of 0.4% over-all. He 
sees 1958 as a “trough between two peaks.” Slackening 
in demand is already apparent: rate of increase this 
year is under 4%, lowest gain since the end of World 
War II. Bureau of Mines is revising its original demand 
estimate downward—from 9,289,000 b/d to 8,929,- 
000 b/d. 


Permanent Credit Cards Coming—-Shell Oil Co. will 
convert to a permanent credit card system on Nov. 1. 
Shell says it expects no higher credit losses, but will 
gain good will and create a tighter customer bond by 
the move. Other companies already using a permanent 
—or “good-until-revoked”—system include Tidewater 
Oil Co. and Gulf Oil Co. 


Help Wanted!—Southern California Service Station 
Assn. will prod oil companies to offer improved man- 
agerial aid to independent jobbers and dealers. SCSSA 
executive secretary John Touhey points to “small 
business programs” of firms like GM, U.S. Steel, GE, 
argues that dealer turnover would drop significantly 
if oil companies would adopt similar plans. Suppliers’ 
credit managers could be especially helpful to small 
businessmen, says Touhey. Many majors say they 
already offer a number of aids, and are continually 
looking for new helps. 


New Brand in Southwest?—Eastern States Petroleum 
and Chemical Corp. is reported to have several service 
stations under construction in Houston—but won’t say 
whether it’s going ahead with plans (NPN—June, p124) 
to bring out its own brand of gasoline. “Our plans are 
still in the formative stage,” says an official of the big 
refining company. 


Know Your Lubes—A new lubrication course for use 
in technical high schools will get its first test this 
fall in the New York City area. It’s hoped that 
students will eventually apply their lube knowledge 
in service stations. Course was prepared by API. 


Aluminum Cans Coming—Esso Standard Oil Co. 
will use aluminum cans for one-third to half of its 
motor oil production next year. Esso’s contract with 
Reynolds Metals Co. is based on recovery of used 
cans. Portable can-crushers will be installed at Esso 
stations, and Reynolds will buy the crushed cans for 
reuse. Advantages of aluminum over tinplate, says 
Esso, are lighter weight and resistance to corrosion. 
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Tuneup Schools Planned—A new course of instruc- 
tion in tuneup work for use in the field is being planned 
by the Automotive Electric Assn., parts manufactur- 
ers’ trade association. The schools will be open to 
service station operators. The program is up for ap- 
proval at the association’s annual meeting in December. 


Cut-Rate Premiums—A major company is working 
on an arrangement to import giveaways from Japan 
for use in station openings and promotions. Company 
reports that prices, including import duties, are below 
domestic levels and quality is “satisfactory.”. One 
example: cigarette lighters, similar to a famous-make 
U.S. brand, for 35¢. 


Amoco Push in Texas—American Oil Co. plans to 
keep right on expanding in the Lone Star State. Amoco 
first raised its brand flag in early 1956, has since built 
18 stations in the Galveston-Texas City area and 12 in 
Houston. About 16 more are currently under construc- 
tion in Houston. 


~ 


IN DETROIT 





Flatter Tire Coming -——A new tire shape will be 

standard equipment on 1959 passenger cars, predicts 

U. S. Rubber Co, The low-profile tire, now used only — 
on the 1957 Cadillac Eldorado Brougham, has a 

wider, flatter cross-section. It permits a lower over-all 

height without going to a smaller wheel diameter. 


Swing to Glycol—All new cars will come equipped 
with permanent-type (glycol) antifreeze this year, for 
the first time. A few manufacturers will offer dealer 
option of methanol or glycol. 


Fuel Economy Drive—Improved fuel economy has 
become a top topic among GM division heads. First 
public evidence of it will be seen in AC spark plug’s 
campaign to spur plug and filter sales with the theme 
that they will help improve fuel economy. This will 
be pushed hard during the next year or so. Next step 
will come from the auto divisions in either 1958 or 
1959, stressing better fuel economy rather than horse- 
power. 


New Luxury Car— Buick will introduce a luxury 
line above the Roadmaster class this season. Called 
the Limited, it’s designed to compete with Cadillac, 
Lincoln, the top Chrysler line and the Imperial. Air 
suspension will be standard equipment and almost all 
other items listed as optional on lower price lines will 
be standard. 


NATIONAL PETROLEUM NEWS «+ October, 1957 






Keltrac ue niveliaenael as 


MILLION NPN PRICE AVERAGES* 
BARRELS Refinery /Terminal 
(¢ per gal.) 


o Sept. Ang. Sept. 
ag), GASOLINE 1957** 1957 1956 
— Gasoline 



















































160 7 (regular) 12.59 12.50 12.0 
Kerosine 11.19 11.23 10.93 
120 ob Distillate 9.73. 9.77 931 
3 DISTILLATE Residual 591 597 5.26 
4 principal 
80 products 10.09 10.07 9.52 
Lube oil 24.17 24.17 22.86 
RESIDUAL oooee?4 Crude at 
40 Peccnsewccesoo™] Tne eS ORO Mec contng ght?” ae _ well ($ 
mf per bbi.) 3.18 3.18 2.84 











0 j l 





l | I I ; | : i 1 | *Weighted ” lncinal 
Ais S$°OM OD _e ae) 1A S masteta Tabane eee. th, 














MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Sept. 1957* Aug. 1957 Sept. 1956 
Finished and unfinished gasoline (thous. bbl.) ............ 173,805 171,950 177,974 
Distillate fuel oil (thous. BbI) ...............2 eee. 162,853 155,592 150,411 
SS © UR MM ee le 36,001 34,216 33,558 
Penmeee CODON UL CI eS ck ees nc cae. 55,183 52,693 47,342 
Crude oil —- B. of M. (thous. bbl.) . .. Bet en a 282,096 284,223 278,791 

Refinery Activity 
Crude runs to stills (thous. bbl. daily) .. eee 8,155 8,066 8,024 
Foreign Crude included (thous. bbl. daily) .............. 1,182 1,237 1,018 
% of refinery capacity operated ................ Prateek 3 90.6 89.6 93.7 

Refinery Output 
Rpeeeene: COUNN  . oes eewhwees 4,138 3,988 3,903 
Kerosine (thous. bbl. daily) .......... Rak ae 309 270 329 
Distillate fuel oil (thous. bbl. daily)...................... 1,816 1,787 1,845 
Residual fuel oil (thous. bbl. daily) .................... i,142 1,099 1,062 

Crude Supply 
U. S. crude oil production (thous. bbl. daily) ............ 6,815 6,801 7,054 
Crude oil imports (thous. bbl. daily) .................... 959 1,225 1,043 

* 7 

*Through Sept. 13. 

Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 
. . 


MONTHLY MARKET TRENDS 






Latest Month Previous Month Year Ago 
Exports of crude and refined products (thous. bbl.) ........ 13,330 (June) 16,481 9,966 
Average station gasoline price, ex tax (¢ per gal.) ........ 22.33 (Sept.) 22.27 21.56 
Gasoline consumption (million gal.) .................... 5,135 (May) 4,726 5,003 
Passenger cars—domestic shipments (thous.) ............ 475 (July) 485 430 
Trucks and busses—domestic shipments (thous.) ......... 77 (July) 77 63 
Automotive replacement tire shipments (thous.) .......... 6,646 (July) 6,191 6,319 
Replacement battery shipments (thous.) ................ 1,876 (June) 1,605 1,807 
Oil burner shipments (thous.) ......................... 46 (May) 47 52 
Service station sales (ali commodities) $-million .......... 1,376 (Aug.) 1,383 1,253 
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Supply and Demand 






LPG Demand Lags a Little 


But motor fuel and chemical 
manufacturing sales are swelling 


Slackening in the current rate of gain in use of 
liquefied petroleum gas is being cushioned, to some 
extent, by the large rate of increase in LPG use by 
trucks, buses and other types of internal combus- 
tion engines. 

Total LPG sales in the U. S. in 1956 are re- 
ported by the Bureau of Mines as 6,635,763,000 
gal., 8.4% larger than in 1955. This is a very 
modest rate of gain for this particular product. 
For example, the increase in sales in 1955 over 
1954 was 19% and from 1952 through 1956 the 
gain was 48%. 


An even smaller over-all increase in sales is 
likely in 1957 compared with 1956. In fact, Bureau 
of Mines reports plant demand for LPG for fuel 
and chemical use in the first half of 1957 as even 
less than for the same period in 1956 (a 440,- 
000 b/d average this year compared with 445,000 
b/d last year). 

Some oil companies also report their LPG sales 
for the first six months are off from the first half 
of 1956 by about the same small difference as the 
Mines Bureau reports. Like other petroleum prod- 
ucts, utilization of LPG was affected by the warmer- 
than-normal late winter—which reduced the de- 
mand for all fuels for space heating—and by the 
severe storms in the Southwest and Midwest, which 
hampered both farming operations and highway 
travel. Some authorities now anticipate an over-all 
gain in LPG demand this year of not over 3% 
from 1956. 


The use of LPG for internal combustion engine 
fuel is smaller in volume than its use for domestic 
and commercial fuel and for chemical manufactur- 
ing (see accompanying table). However, it’s grow- 
ing at a rapid rate, This volume (773,471,000 gal. 
in 1956) was almost 20% larger than in 1955 and 
sales for this use have more than doubled since 
1952. A continued large rate of gain in this use of 
LPG is anticipated, since truck and bus concerns 
have now used this fuel long enough so that cost 
data is available for comparison with operations 
on motor gasoline and diesel fuels. 

Sales of LPG for domestic and commercial fuel 
in 1956 were 3,001,021,000 gal., 7% larger than 
in 1955. This was the same rate of gain as in 
1955 from 1954. Use of LPG for chemical and 
synthetic rubber manufacturing was 1,989,248,000 
gal., 5% larger than in 1955. 


Here’s the Geographical Picture 


With one exception, the states having the largest 
volume of LPG sales are oil and gas producing 
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Breakdown 
of LPG Sales 




















states, or to them. The exception is Flor- 
ida, which ranked tenth in sales in 1956. 

Total volume in the 10 top states in 1956 was 
4,122,707,000 gal., 62% of total U. S. sales of 
6,635,763,000 gal. Their large proportion shows 
the limiting factor of long distance transportation 
in creating LPG markets. The eastern states of 
large population and industrial activity are small 
consumers of LPG. Sales in New York and New 
Jersey in 1956 were 91,530,000 gal. and 83,027,- 
000 gal. respectively. : 

Texas was the state in LPG sales vol- 
ume in 1956, with 1,891,797,000 gal., 28% of 
total U. S. sales. Over half of this volume, 1,062,- 
134,000 gal., went for the manufacture of chem- 
icals. Demand in Texas for LPG for internal com- 
bustion engine fuel, 343,566,000 gal., was almost 
as great as that used for domestic and commercial 
fuel purposes (394,791,000 gal.). 

The total volume in California, second state in 
sales, was 376,959,000 — of which 161,802,000 
gal. was for domestic and facturing, and 61,313 

gal. for chemical manufacturing, 61,515,- 
000 gal. for internal combustion engines. In the 
third state, Ilinois, the total was 355,420,000 gal. 
Of this, 117,494,000 gal. was for chemical pur- 
poses, 147,684,000 gal. for domestic and commer- 
cial fuel and only a small volume, 44,626,000 gal. 


for engine fuel. 
As might be Florida’s total 1956 vol- 
ume of 150,721,000 gal. rested mainly on go 
commercial fuel 


922,000 gal. for domestic and 





































HOW 


Rockwell Thermostatic Drum Filler delivers 
exact weight-volume despite temperature 
changes. Shuts off automatically. One man 
operates entire battery. 


With Rockwell Thermostatic Drum Fillers, 
one man can progressively fill, cap and dis- 
patch several drums at the same time. Barrel- 
ing speed is increased tremendously and in- 
creased speed means decreased costs. 

Because of the fully automatic temperature 
correction feature, there is no loss of time when 
switching from hot to cold products. Neither 
is there ‘““down-time”’ waiting for the tempera- 
tures to level off in an entire tank. 

Measurement is corrected exactly to the 
desired weight-volume at any specified tem- 
perature. These corrections are made instantly 


ROCKWELL 
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TO DRUM UP PROFITS 


even during delivery. The operating range can 
be varied from 15 gallon cans to 100 gallon 
drums. The unit starts with the throw of a 
handle. Shut-off is automatic. Write for bulle- 
tin OG 405, Rockwell Manufacturing Co., 
Pittsburgh 8, Pa. 


The complete unit is comprised of an Empire positive displacement 
meter with temperature correction element, a repeat type registér 
with chain driven cam shut-off control, a totalizing register, hose 
and a dripless nozzle. 


C DRUM FILLERS 
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..»AND SINCLAIR CHALLENGES YOU 
TO FIND A BETTER DEALERSHIP! 


The human-interest ad above, announcing Sinclair’s 
2 great new gasolines, challenges motorists to find a 
better gasoline buy. And Sinclair challenges you to 
find a better dealership. 


Sinclair leads the industry in dealer assistance. For 
example, Sinclair’s new advertising campaign in- 


Dino, the Sinclair Dinosaur, says: 


“Sinclair leads the industry 
in dealer assistance.” 


cludes 10,000 announcements every week over 880 
radio stations. These Sinclair announcements are 
heard more often, more consistently than any other 
oil company commercials—radio and TV combined. 
Moreover, Sinclair’s great fall campaign runs in 
hundreds of newspapers... and on more than 4,000 
billboards a month. Sales promotion and point-of- 
sale pound the selling story home. 


Right now is the time to become a Sinclair Dealer. 
Talk it over with your Sinclair Representative, Or 
write Sinclair Refining Company, 600 Fifth Avenue, 
New York 20, New York. Ask, too, about the Sinclair 
TBA franchise, featuring Goodyear, the greatest 
name in rubber. 


SINCLAIR 
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Shot-in-the-Arm Meeting 





A new phase in consignee activities may 
be in the making—something that can affect 
both consignees and their suppliers, something 
that may lead ultimately to more effective mar- 
keting. 


Next month in Chicago, the commission 
wholesale marketers committee of the 
American Petroleum institute will hold 
what may well be its most important 
meeting. On the basis of a comprehensive 
survey of consignees, their operations and their 
problems, the API committee is expected to 
work out a program. Up to now it has been 
groping because it lacked information on this 
segment; so it has had no definitive program. 
The survey contains much information that is 
worth thoughtful and extensive discussion. In 
turn, that should lead to some worthwhile proj- 
ects that the API committee can dig into. (For 
details of API’s consignee survey, See NPN— 
Aug., p 112.) 

The committee is composed of 23 men—10 
consignees and 13 representatives of supply- 
ing companies. Unfortunately there has been a 
relatively small turnout of consignees at past 
meetings, so this segment’s representation has 
been limited to a handful of men. Unlike the 
jobbers, they lack their own regional organiza- 
tions (except in Texas), so they have not been 
able to develop any concrete viewpoints before- 
hand. The result has been rather aimless dis- 
cussions that caused many participants to feel 
they were wasting their time. 


Two unique proposals by F. W. Burton, 
Decatur, Tex.; consignee, have been sub- 
mitted for consideration. One is a recom- 
mendation that supplier companies estab- 
lish special committees composed of top man- 
agement executives and six representative com- 
mission wholesalers of that company. The ob- 
ject would be to discuss mutual problems and 
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to seek a better understanding. (In the spirit 
of that suggestion is Gulf Oil’s plan for de- 
veloping closer relations with its consignees, 
described on p 102.) 


The second suggestion is that a week or 
a month be set aside as “Commission 
Wholesalers’ Week.” Instead of a routine oc- 
casion designed to acquaint the public with con- 
signees, the period would be devoted to sessions 
between consignees and top-policy executives: 
presidents, vice presidents, executive committee 
personnel. As Mr. Burton states it, “They 
wouldn’t conduct a whirlwind tour. Each execu- 
tive would visit one or more consignees and 
spend a full day with each, talking about his 
business problems, so they could get a better 
understanding of us.” 


Whatever subjects the API committee 
takes up, it is important at this point that 
a concrete program be mapped out. So the 
November meeting should be a shot in the 
arm. 


Off the High Horse 


One of the biggest gripes about API market- 
ing meetings is that newcomers and little guys 
feel like strangers. Particularly, they would 
like to meet some of the upper echelon mar- 
keters, but often find them aloof or don’t have 
a chance to meet them. 

During the API Marketing Division meeting 
in Chicago next month, some of the brass and 
near-brass of big companies can do a lot for 
good will—and for themselves—by going out 
of their way to meet jobbers, consignees and 
dealers who attend. 

















Pete Penn helps you 


GET MORE OIL PROFITS 
WITH PENNSYLVANIA 
MOTOR OIL 








You’re a car-maintenance expert when 
you recommend a brand of Pennsyl- 
vania Motor Oil to your oil-change cus- 
tomers. Customers will thank you for 
extra oil mileage and less engine wear. 


Made from the world’s finest crude, 
Pennsylvania Motor Oil is the out- 
standing lubricant for the fast-moving, 
close-fitting parts in today’s high- 
compression engines. Suggest a refill 
with Pennsylvania. 




















IN 1957... 
96,500,000 MESSAGES 


by Pete Penn in these leading national magazines will 
be selling car-owners on Pennsylvania Motor Oil. Your 
suggestion to “refill with Pennsylvania” will help you 
capitalize on Pennsylvania’s superior reputation, main- 
tained through 34 years of consistent advertising. 


MAKE MORE OiL PROFITS WITH A BRAND OF YI cine 
100”. PURE 


PENNSYLVANIA (ennsrivana 


MOTOR OIL Pe SY 
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Here are just a few of the sharp money-making 
ideas for management men in this issue of NPN: 


Vending machines are selling more goods than ever before. 
How about your stations? What could you sell to motorists 
see page 117 


Here’s an idea for you if your dealers forget to mail out lube 
reminders. Get a direct mail firm to do the job for them. Costs 
are reasonable, profits bigger 


Get your TBA salesmen to figure tire costs and discounts for 
their dealer customers. It'll help them sell more tires, put 
more money in your pocket 


Have trouble keeping your meters calibrated? Maybe your 
equipment supply house can help by setting up a low-cost 
testing plan 


Ask your supplier if you can serve as a wholesaler for the 
TBA needs of other jobbers and consignees in your area. It 
might pay both of you 


You'll find good ideas you can use in NPN 
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Small Car Boom: It's Raising 
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sell for under $2,000 


New Problems for You 


9.6 gal. fuel cap. 
5.60X%13 tire 


—— 


> oe eeu 


10.5 gal. fuel cap. 
5.60X15 tire 


; 


A 


7.7 gal. fuel cap. 


5.90X15 tire 


For the full story, turn the page 
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(Begins on page 9) 


MR 
1954 


1951 1952 1953 


1955 1956 1957 


Small cars are booming, and there's no end in sight... 


Here's What It Means to You 


@ A slight edge off premium gasoline demand, if the boom keeps going 





e Wider inventories to cope with new TBA demand 


e New difficulties on the service end 


THINK YOU’VE GOT PROBLEMS with the 
new ’58 models coming out of Detroit? Maybe you 
just haven’t heard about the small car boom. 


This is a market oil men can’t afford to ignore 
very long. You may not like the fact that the small 
cars use less gasoline, need lower octanes and are 
harder to service and supply. Yet you have to rec- 
ognize them as a potent new factor in oil market- 
ing. More than 200,000 will probably be sold this 
year. That's almost 3% of total U. S. sales. And 
1958 may be even bigger. 


The boom has been building for years (see chart 
above). But this will be remembered as the year 


Detroit apparently decided it couldn’t lick "em— 
and joined ‘em. Here’s what’s happening this season: 

e General Motors, Ford and Studebaker-Pack- 
ard will push their own imported small-car lines, 
along with the big cars. 

e Many big-car dealers will take on franchises 
to sell small cars made by American Motors— 
which has long insisted small cars would come 
into their own, and now seems on the road to 
vindication. 

e Foreign manufacturers will intensify efforts to 
extend their dealer, parts and service organizations 
in the U. S. 


How the Boom Will Affect Your Sales 


If it keeps going, the boom will have a limiting 
influence on the growth of premium gasoline sales. 
Detroit’s trend to bigger, more powerful cars has 
brought about a steady rise in recent years. Now 
the small car boom is introducing the opposite 
trend—and it looks as if this will continue. Predic- 
tions are foreign car imports will hit 350,000 a 
year by 1960. Where they’ll go from there no one’s 
guessing; but it’s unlikely Americans will become 
as small-car-minded as Europeans. 


*Based on sales of foreign-made cars only. 


The small cars could also affect regular sales, 
because of their big advantage in fuel economy. 
This wouldn’t necessarily mean a drop in total gal- 
lons sold, but it could mean a drop in the annual 
rate of growth. 

Volume of motor oil could also be affected if 
small cars keep booming. Most have crankcases 
half to two-thirds the size of standard cars’. 

In TBA, small cars are already causing market- 
ers to lengthen their inventory orders. Most find it 
necessary to go beyond their present sources of 
supply: except for tires and batteries, they must 
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OLD RELIABLES like costly ($3240) Mercedes make 
“prestige” appeal. Over 3,000 were sold here in 1956 


get TBA items from car dealers, importers or cer- 
tain parts jobbers. 

Foreign cars run the gamut of tire sizes from 
13- to 16-inch, as shown on pages 96-97. This 
means greatly increased tire inventories. 

Spark plug sizes are also far more diverse than 
the U. S. range (14 and 18 mm). And since most 
foreign cars are 4- or 6-cylinder, potential spark 
plug replacement sales are fewer. 

There’s just as much of an inventory problem 
with fan belts, wiper blades, oil filters. In an in- 


Automotive 


NEWCOMERS like the low-cost ($1750) Italian Fiat 
stress economy. Manufacturer is Europe’s third largest 


stallation, the dealer is faced with a lot of guess- 
work in choosing the right make. 

There'll be no antifreeze sales to cars like Citroen 
and Volkswagen, which have air-cooled motors. 
And the water-cooled cars have lower capacities 
than U. S. cars—meaning lower antifreeze sales. 

But don’t throw up your hands at the small-car 
market; there’s a hidden payoff. Many small-car 
owners also have a big car. If your dealers can 
win the small-car trade, chances are they'll get (or 
keep) the big-car business, too. 


What the Boom Means in Terms of Service 


Your dealers can service small cars with their 
present hoists and tune-up equipment—generally 
speaking. Exceptions will vary with the type of 
car to be serviced and the type of equipment in use. 

Current frame contact lifts with adapters will 
probably handle almost all foreign cars. But roll-on 
hoists may have trouble with the narrow treads of 
certain foreign makes. Some, for example, can’t 
handle the Méetropolitan’s 44.5-inch tread. (At 
least one hoist maker is moving fast to solve this 
problem.) 

Twin-post hoists may encounter problems with 
models of less than 100-inch wheelbase (there are 
at least 25). But adapters may do the trick. 

A station doing much repair will need metric 
wrenches, sockets and measuring rods for service 


and tune-up work. But remember that the low- 
speed, low-rpm foreign motors need a lot less 
tune-up than standard engines do. Still, in many 
cases only metric tools can do the job. 


With GM and Ford introducing their foreign 
models in the U. S. (NPN—Aug., p129) and with 
foreign sales organizations growing fast, the prob- 
lem of replacement parts and service know-how 
promise to be solved before long. Already foreign 
manufacturers are setting up centers to instruct 
personnel. GM will soon make service information 
available to its dealers (and other service people, 
through United Motors Service). 

Oil marketers who want a slice of small car 
business will be pressed to keep pace by expand- 
ing their service training schedules, too. 


Here Are the Key Factors Behind the Boom 


If you know what makes a man buy a small car, 
chances are it will help you serve his oil product 
buying needs. Okay, then—why does he buy a 
small car? 

Auto executives say the number of two-car fam- 
ilies is growing fast—and that the best “second 
car” for many budgets is a small car. 

But the opinion isn’t universal. There’s plenty of 
evidence that the small car market isn’t just a 
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“second car” market. Many buyers seem to want 
an inexpensive first car—hard to find among 
standard U. S. makes. 

A poll by Fortune magazine shows that for 49% 
of small car buyers, the primary reason for buying 
is economy of operation. For 20% it’s ease of han- 
dling and for 19% it’s low initial cost. About 3% 
simply want to be “different.” 


Actually, price and economy interact. Even if a 





(Begins on page 96) 


Austin-Healey convertible 


Jaguar 3.4-liter sedan 


MG roadster 


Premium-priced British cars like these range up to $5,500—but they’re good sellers 


man goes as high as $2,500 for a small car, he’ll 
gain one big advantage: up to 100% more miles 
per gallon than on most U. S.-made cars. On top 
of that, he'll be running on regular gasoline. As- 
suming he drives about 10,000 miles a year, he 
figures to save about 333 gal. of fuel a year—or 
about $100 a year. If he previously drove a car 
that required premium, it would be more. 

Auto men say that “rumblings from the field” 
indicate dissatisfaction with fuel economy in U. S. 
cars. They’re reluctant to divulge mileage figures, 
but indicate that new cars are falling below the na- 


tional average of 15 mpg. Says one, “Add the cost 
of the extra fuel used to the premium paid for a 
higher grade fuel. The customer’s fuel bill swells. 
He doesn’t complain. He just goes out and buys a 
car that gives him the economy—and original cost 
—he’s looking for.” 

Whatever the reasons, some 115,000 small for- 
eign cars were sold in the U. S. during the first six 
months of this year. That’s more than double the 
1955 figure. In addition, American Motors’ Ram- 
bler and Metropolitan are running almost 10% 
ahead of last year. 


What the U.S. Auto Industry Is Doing About It 


Despite its traditional insistence that Americans 
want a big, chrome-studded luxurymobile, Detroit 
isn’t sitting still. 

GM’s Buick and Pontiac dealers will have about 
2,000 Opel Rekords and Vauxhall Victors per 
month available this season. They'll be imported 
from GM’s European factories. Studebaker-Pack- 
ard will sell the Mercedes Benz. Ford will push its 
British-made Anglias and Prefects harder. 

GM, Chrysler and Ford dealers are handling 
American Motors’ Ramblers and Metropolitans. 
And American is reviving its 100-inch wheelbase 
economy Rambler. 


Auto men say they now have four choices: 
e Increase imports from their foreign subsidi- 


aries (where labor costs are considerably lower). 


e Bring out a U. S. small car competitive in 
price and fuel economy with foreign models. 


e@ Make fuel economy of present standard cars 
competitive with small cars. 


e Get the oil industry to reduce its cost of 
making and selling gasoline. 


Right now, the second is the best bet, although 
the third is a possibility. There are obstacles to the 
first—-such as ability of European plants to meet 
demand. Number four, as oil men know, is pretty 
difficult. Marketers repeatedly claim that by com- 
parison with most products—autos included—gas- 
oline is one of today’s best buys. 


How Oil Marketers Are Looking at the Boom 


Majors disagree about the boom. Some are urg- 
ing dealers to bid for small car business, and a few 
supply dealers with lubrication charts and service 
data. But many are just watching. 

“There hasn’t been enough visible demand to 
warrant carrying special TBA items for these cars,” 
says one major man. “If growth continues, no doubt 
the time will come when more stations want to 


service foreign cars. But that’s some time away for 
TBA replacements. In general, there’s a two-year 
lag between new car sales and replacement demand. 
Domestic cars require so many tire and battery 
sizes that we’d be foolish to suggest that dealers 
add 13-inch tires, for instance, for the thin foreign 
car demand.” 


Demand isn’t as thin as national totals make it 
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easier if importers prevail on foreign makers to 
standardize sizes. 

As for gasoline, oil men snort at the idea that 
fuel costs are driving buyers away from standard 
cars. Says one, “We only make the kind of gasoline 
required for the cars being produced. If people 


look, another marketer insists. It’s concentrated 
in California and East Coast metropolitan areas, he 
says; so dealers in these communities may find de- 
mand as high as 10%. 


TBA men think a new factor may be injected into 


the situation if the rubber companies decide to pitch 
for foreign car business. Dunlop has a variety of 


foreign sizes and now has the field virtually to itself, 
but competitors may not allow this to remain true 
for long. Their entry into the field may be made 


want fuel economy, they could have had it long 
” F2 
ago. 
(To see how one oil marketer is using foreign 
trucks in his business, turn to page 138.) 





Herb Yocom Dies 


Herbert A. Yocom, a former editor of NPN, 
died of cancer Aug. 23. He was 50. 

Herb—almost no one called him “Mr. Yocom” 
after the first introduction—was the first editor of 
Petroleum Week, NPN’s sister publication. Since 
last winter he had been serving as consulting 
editor. 

His career in petroleum editorial work began 
in 1943, when he joined the former National 
Petroleum Publishing Co. as Washington editor 
of NPN and Platt’s Oilgram News Service. In 
that assignment he constantly improved the bu- 
reau’s coverage of oil news being made in the 
Capitol, and for eight years wrote a weekly 
Washington column for NPN. 

In 1951 he moved to Cleveland to become 
managing editor of NPN. He was made editor in 
January, 1954, shortly after the McGraw-Hill 


Publishing Co. purchased the publication. 

Herb left NPN in 1955 to become the first 
editor of Petroleum Week. He had been “editor- 
in-charge” when the magazine was in the develop- 
ment stages. 

“Herb’s death is a great loss to both Petroleum 
Week and the entire industry,” said Harry L. 
Waddell, publisher of McGraw-Hill’s petroleum 
magazines. “He was known, respected and liked 
by the thousands of oil men who knew him, and 
was a dynamic factor in Petroleum Week’s con- 
ception and growth.” 

He was one of the most articulate and per- 
sistent leaders in the plea for “integrated oil 
men”—men with broad understanding of the 
entire industry regardless of their individual seg- 
ment or specialty. He wrote thousands of words 
on the subject in widely quoted editorials. 

Herb had been an active member of the work- 
ing press ever since his graduation from Columbia 
University School of Journalism in 1929. His 
first job was with the Associated Press as a 
member of its San Francisco bureau. He spent 
12 years with AP in San Francisco, Reno and 
Washington, later put in two years as assistant 
director of information with the Petroleum Ad- 
ministration for War. 

He was a member of the National Press Club, 
Washington, and Delta Sigma Chi, honorary 
journalism fraternity. 

Herb had a serious operation in June, 1956, 
but returned to Petroleum Week early this year 
as consulting editor. Although he seemed well 
on the road to recovery then, he was confined 
to his home again late in the spring. Even so 
he continued to contribute to the magazine. 

Born in 1907 in Eureka, Calif., Herb used to 
refer to himself as “a Northern California 
Yankee.” Of his background, he once wrote: 
“Grandpa Yocom, a Kentuckian, was in the 
’49 Gold Rush, and Grandma was native born 
(Sutter County) in 1852.” 

He leaves his wife, Florence; four children, 
Robert, Richard, Stephen and Judith Ann; his 
parents, Mr. and Mrs. Leonard Yocom, Arcata, 
Calif.; and a sister. Mrs. Eleanor Johnson, Santa 
Rosa, Calif. 
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: Gulf Division Manager Madison Farnsworth 
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Gulf Consignee Y. L. Markins 


Meets Consignee? 


To find out, turn the page 














Consignee A. P. Miles makes a point at Gulf’s Houston 


meeting. Gripes and queries are plentiful . . . 








“The farmers are going to butane. I won’t make a dime off 


farm business”—A. B. Finn (center) 


Gulf Faces the Agent—for Some 


Combination gripe session and management conference produces 


SOME COMPANIES have councils, where dis- 
tributors or dealers tell their troubles to manage- 
ment. Others have conferences, where manage- 
ment gives advice to distributors and dealers. 


Gulf Oil Corp. is one company that makes 
monthly meetings do both for its consignees. Its 
program grew out of similar dealer meetings con- 
ducted by the company’s new dealer relations com- 
mittees (NPN—Feb., p108). It will be extended 
to some of Gulf's jobbers this fall. 

Typical meetings were held for dealers and con- 
signees on two successive days in Houston this 
summer. Twenty-one Gulf consignees sat down 
with eight marketing officials of the company’s 
southwest division led by Madison Farnsworth, 
division general manager of sales. 

“Be frank. Tell us what’s bothering you,” Farns- 
worth urged. “Give us suggestions of how we can 
improve our service to you. Tell us how we might 
solve some of your problems.” He made it plain 
that the company wanted no punches pulled—and 
wouldn't hold back itself. 

Some consignees didn’t wait to be asked; others 
had to be prodded. But before long, these main 
problems came to light: 

e Dealer relations and manpower. 

e Shrinking profits. 

e Credit card delays and billing errors. 

e Lack of company merchandising help. 

e Dwindling farm market sales. 

Problems calling for company action can usually 





plenty of marketing ideas. It works for dealers, too 


be solved locally. Take billing errors, for instance: 
consignee M. F. Schweers of Hondo complained, 
“The drought has hurt farmers in my area. They’ve 
been slow in paying. But some are paying now. 
Occasionally, one gets a letter after he’s paid. That 
really makes them mad.” 

The solution lay with G. G. Killman, division 
manager of office and accounting. He was at the 
meeting and promised to check on Schweers’s cus- 
tomers, to eliminate the trouble. 

When a problem—like dealers’ long leases— 
must go to Gulf's Pittsburgh headquarters, it goes 
quickly. The point of Gulf’s meetings is to make 
marketers feel they have a special direct line to top 
management. 


Manpower: Still No. 1 Problem 

Gulf consignees are bothered most by the dealer 
shortage, just as jobbers are (NPN—June, p100). 
For instance, B. B. Oakley of Terrell said only two 
of his nine operators are really good. “Where I’ve 
got real lousy dealers,” he said, “I wonder if it 
wouldn’t be best to close the stations until I can 
find better operators. The bad ones are giving Gulf 
a bad name, which hurts not only my business but 
my other operators.” 

The other consignees and the Gulf officials told 
Oakley they would keep the stations open. M. C. 
Enright, division manager of retail and jobber 
sales, summed up management thinking this way: 

“A closed station is the worst advertisement 
you can have. We feel you should do everything 
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“My biggest problem is not getting enough help from Gulf's © Consignee J. M. Daugherty’s puzzler: how to solve 
field men”—M. F. Schweers (right) ene problem before another rears its head 


Straight Talk 


you can to keep one open. If the time does come, 
however, when one has to be closed, then pull 
down all identification and signs. 

“We are hoping we can provide you men with 
more dealers eventually through our current serv- 
ice station training program. But it will take time.” 

That brought up a new question, from Hender- 
son consignee Y. L. Markins: “How are you going 
to train boys in Dallas or Houston, pay them the 
wages you are apparently paying, and then expect 
them to come to east Texas where I am? What will 
happen when they get out there and find some 
stations won’t pay them a dollar an hour?” E. M. 


Gay of Jacksonville said the same thing. Eloer ste yeu quinn te got city teal Rilo Ryd 
Enright’s reply this time showed that Gulf is small town stations?”—Consignee J. M. Gay 
taking a new tack. “We’re hoping that we'll turn 


out enough boys who like the country, who will 
want to go out to smaller towns,” he said. “They'll 
make money. It might not be as much as they 
would make in a big city, but then their living costs 
will be lower. 
“We've been making the mistake of putting men 
in stations without background. There will still be 
some who like small towns and want to be inde- 
pendent. . . . If they want to go into stations, we'll 
find ways of putting a man in if he has all the quali- 
fications but no capital.” 
Who’s Unhappy?—Markins moved rapidly from 
the difficulty of getting dealers to problems with 
the dealers he has. They’re unhappy because 
they’re not making any money, he said. Consignee 
W. A. Finn, Jr., of Muleshoe, chimed in that in 
his territory both his own dealers and others “are 
having to scratch for money.” 
Farnsworth observed that there were few com- _ 
plaints about money at the dealer meeting the “You must become more of a merchandising man to 
Please turn page justify yourself to Gulf’—Gulfman Farnsworth 
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day before. He also said, “I think one of the big 
troubles is probably because dealers do service 
work for nothing. They expect gasoline to carry 
the load. It won't.” 

“I think all of you are beating around the bush,” 
Enright put in. “What you're hinting for is more 
margin for the station operator. We can’t go up 
on margins. If you'll see that your dealers analyze 
their businesses closely, know exactly what it costs 
them to do this or that, and then charge appro- 
priate prices for every service, they will be suc- 
cessful.” 


More Commission Wanted, Also 


Consignee A. B. Finn of Childress had another 
problem. He'd cut costs extensively and had 14.3% 
of the business in his town. But he still said, “I 
need more money.” 

Farnsworth asked him if his farm business might 
recover and bring some money in. Finn replied, 
“The farmers are going to butane. In five more 
years, I won’t make a dime off farm business.” 

“Any area dependent on farm business is faced 
with the same problem today,” Farnsworth an- 
swered. “I think we have enough stations in there 
now. What you may have to do is get your hooks 
into some sideline that will bring in more money.” 

That itself requires money, Finn pointed out. 
“It cost me $7,500 last year to replace é¢quipment. 
. -. I find my competitors are getting more com- 
mission.” 


A special report comparing Gulf commission 
rates with others indicated this shouldn’t be so, 
Farnsworth said. “Considering all things—not just 
the basic commission rate—it shows we are even 
with or ahead of most others.” After this report 
was read to thé consignees, Farnsworth indicated 
they could take their rates up with their district 
managers if they felt an adjustment was necessary. 
“But you can slice the pie just so thin, and no 
thinner,” he reminded them. 

The Farmer and LPG—Finn’s comments on bu- 
tane in the farm market led F. T. Friday of Bay 
City to ask if Gulf is going to help its consignees 

get into LPG. 

" _ G. O. Markins, division manager of direct sales, 
said Gulf will pick out some 50 consignees for 
study this year and next. On the basis of these 
studies, some will be helped to become Gulftane 
jobbers and some won't. “If we don't feel certain 
your income will be supplemented by going into 
LPG, we won’t recommend your going into it,” 
Markins said. 


Problems Come From Both Sides 


Retail and jobber manager Enright made it 
plain that the cansignees had to listen as well as 
dish out the gripes. “Fifty per cent of the dealers 
in our meeting yesterday said you guys were selling 
oil and tires wholesale to anybody that came to 
your bulk plants,” he said. “They were mad be- 


cause they felt you were underselling them, cutting 
into their business.” 

“If a man comes to my plant, I sell him,” con- 
signee Markins replied. “If I don’t, others will.” 

“If you have to sell, you have to,” Enright came 
back. “But do you get your dealers to charge for 
installing those tires, or putting that oil you sold 
in the customer’s car?” When Markins admitted 
that might be the answer, Enright said, “You're 
damned right it is. I think you also ought to ask 
a man his qualifications for buying wholesale. You 
need to make your dealers feel you are on their 
team.” 

A consignee asked Enright if he knew that com- 
pany-operated bulk plants also sell wholesale to 
unqualified customers. Enright replied that com- 
pany plants had been advised to stop such sales. 

Then it was the consignees’ turn again. Three 
of them complained of dealer ignorance of man- 
agement techniques and blamed it on lack of 
attention from Gulf’s field men. “It seems to me 
you've got twice as many men in your field offices 
—but we get half as much work out of them,” is 
the way A. B. Finn put it. 

Farnsworth attributed that to Gulf’s big station- 
building program, which has kept the field men 
overworked. They'll soon be out with the dealers 
more, he said. “But anyway,” he asked, “shouldn’t 
helping dealers be a part of a consignee’s work?” 

Plain talk along the same lines ended the meet- 
ing, and some of the consignees seemed a bit 
stunned by it. “We have about 273 commission 
points in Texas,” Farnsworth said. “I don’t expect 
that number to decline. But we have to face the 
fact that this business we are in . . . is still chang- 
ing.” He mentioned rising costs that compel com- 
panies to build stations, rather than leave it to 
independents; loss of farm business to LPG; and 
consignees’ loss of commercial accounts. 


Needed: A New Approach 


“All of these changes call for a different per- 
formance on the part of consignees today,” Farns- 
worth said. “I think there will still be a place in 
marketing for the consignee—provided he becomes 
more of a salesman. The retail market is your mar- 
ket now. 

“There just isn’t any two ways about it. You 
have to become more of a merchandising man to 
justify yourself to the company. If we have to 
hire people and put them in the field to do this 
merchandising job, how can we justify the con- 
signee? Every time we put another salaried man 
on, it cuts into your job. . . . I’m not trying to scare 
you. I’m just telling you what the picture is. 

“Any questions?” 

There were none for about 30 seconds. Then 
one consignee said, “I'd just like to know if the 
company has any good merchandising training 
courses for consignees.” 

The answer: Gulf will help train them. 
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The company should tell dealers when a credit applica- “An operator can lose money by not knowing what his 
tion is denied, says dealer J. B. Perry service work costs”—Dealer G. B. Vaughan 


For Dealers, Concrete Suggestions Yield Results 


“We are trying to improve our relations. This is 
no front,” Farnsworth told a group of dealers the 
day before he met with the consignees. “Your 
problems will be carried to a conclusion. Then we 
will tell you what we can do—and what we can’t.” 


At this meeting, dealer problems fell into a 
pattern similar to the consignees’, though the deal- 
ers had fewer complaints about margins. Farns- 
worth emphasizes, however, that the same old 
gripes do not repeat themselves at every meeting. 

Gulf feels the dealer program, being older, has 
produced even more concrete results than the con- 
signee meetings. In Houston, Farnsworth pointed 
out three changes in Gulf policy that have come 
out of dealer meetings: 


e A long-term lease program. In the Houston 
division, a satisfactory dealer gets a two-year lease 
at the end of his first year. If he’s still working 
well when the two-year lease is up, he gets a three- 
year lease. His district manager must recommend 
the longer lease. A company-wide long lease policy 
is under consideration. 


e Volumetric adjustments. Dealers are now get- 
ting these allowances for the difference in volume 
due to temperature change between refinery or 
terminal and unloading at the station. But Farns- 
worth said frankly that he doesn’t like it because 
of the trouble and expense involved in figuring 
the adjustments. 

e Increased commissions. Some of Gulf’s 
“RCA” or retail commission agent outlets have 
had their margins hiked. 

What the Dealers Say—A big gripe was com- 
petition for retail business from the dealer’s own 
wholesaler. Enright told the dealers, “If you'll 
charge proper rates for services, you'll probably 
come out with more profit than the wholesalers.” 

Credit cards came in for some attention, too. 
More than one dealer asked for a Gulf field man 
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to help solicit credit customers. Farnsworth again 
had to say his men had been too busy, and urged 
the dealers to “put out a little extra effort” them- 
selves. He also told the dealers Gulf finds it pos- 
sible to notify only wholesalers—not dealers or 
customers—when a credit car application is turned 
down. 

Sign rentals, station rentals, station design and 
tire prices also got a going over at the meeting. 

Constructive Suggestions—— Dealer Raymond 
Weaver of Fort Worth came up with a couple of 
ideas that drew favorable reactions from Farns- 
worth. 

He asked Gulf to devise “a cross-section fact 
sheet that will show how much different operating 
expenses for different type stations should be. 
Then, when a dealer starts having troubles on his 
profits, he can look at that sheet, compare it with 
his own operations, and spot his trouble.” 

Weaver also proposed that when the company 
makes a loan to help an operator get started, it 
should hold back half the loan for the first six 
months. “About the end of the first six months is 
when he usually gets in trouble. That's when he 
needs financial help,” Weaver said. “The reason 
I'd like to see you help the new dealer more is 
because when one gets in a bind, the first thing he 
thinks about is cutting prices. That hurts us all.” 

The Basic Purpose—Farnsworth closed the meet- 
ing by pointing up Gulf’s feeling that this kind of 
person-to-person talk can do more for the dealers 
than going to the government. 

“Any time you feel you aren't being treated 
right, remember our doors are always open,” he 
said. “By working with us to solve your problems, 
instead of letting somebody talk you into legislative 
action and a lot of bad publicity, you can do a lot 
to upgrade your profession. The publicity you’ve 
been getting has worked just the opposite.” a 





~ PLYING 
OCTANES 


Lights from the globes of Ashland Oil & 
Refining Company convey a message of 
freedom, too! For no other supplier offers 
its distributors, jobbers, and marketers such 
complete freedom of operation, along with 
such high quality petroleum products and 
success-tested merchandising plans. 


If you are interested in being a leading inde- 
pendent .. . call us now! 


7helndependent Brand for Independents 
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“Superior employes deserve superior 


consideration,” says Simon Dimet > 


That's why this jobber puts profits 
aside for his workers’ retirement. 
As a result, his men stay longer, 
work better. It shows... 


Management 





Dimet: More than a pat on the back 


How Profit-Sharing Pays Off 


“A GOOD MAN deserves more than an engraved 
watch and a pat on the back when he retires.” 
That’s the belief of Gulf jobber Simon Dimet, 
president of Simon Oil Co., Niagara Falls, N. Y. 

Translating belief into action, Dimet has estab- 
lished a profit-sharing retirement plan for his full- 
time employes. It’s in addition to other benefits 
he has for his staff—all at his own cost. 

Here’s how the plan would work for Sam S., 
an imaginary Simon employe. Sam’s 35 now. As- 
-sume that the plan continues on the basis of the 
last two years, without allowing for company 
growth (which would mean more profits and more 
in the retirement kitty). After 30 years with Simon, 
Sam will get at least $150,000 in cash when he 
retires at 65. 

If he doesn’t want a lump sum, he can take his 
share in monthly installments, a paid-up annuity 
policy, or any combination he wishes. All this is 
in addition to his regular social security payments. 


Why Simon Oil Set Up the Plan 


“We like to take care. of our people,” Dimet 
says. “They can live it up because they know their 
future is taken care of.” 

Dimet’s interest in his employes has always ex- 
tended well beyond the 9-to-5 office hours, because 
he feels what they do and how they do it reflects 
on Simon Oil as an employer. He has helped many 
workers purchase their homes, advised them on 
investments and helped them through hard times. 

That’s why he wasn’t satisfied with the old com- 
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pany policy of giving a retiring employe a cash 
gift varying from $3,000 to $5,000, depending on 
current profits. It was too informal and tied too 
closely to one year’s profit picture. It wasn’t 
Dimet’s idea of the way to reward faithful service. 

Under the new plan, employes know just what 
their share in the profit-sharing fund is at the end 
of the company’s fiscal year. They know their 
return will not be based on any one year’s profits, 
but on a number of years’. And they know that 
the fund must be split among them if Simon Oil 
decides to give up the retirement plan. 

Dimet adds, “With Uncle Sam paying part of the 
cost (the company’s contributions to the fund are 
not taxable), we can give a bigger amount to re- 
tiring employes without any strain.” 


Winning the Manpower Game 


Niagara Falls is more than just a tourist attrac- 
tion; it’s highly industrialized. Simon Oil must com- 
pete for labor with such giants as DuPont, Car- 
borundum and National Carbon. Wage scales are 
high, and unions are concerned about the workers’ 
future. “It’s as much of a job to keep good per- 
sonnel as to get them,” Dimet says, and that’s 
where the retirement plan helps. 

With a share of the profits as an added induce- 
ment to grow old with Simon Oil, Dimet says 
even his minor employe turnover problems seem 
solved. No longer do telephone operators, typists, 
filing clerks and the like leave him for the advan- 
tages of the larger industries. 

(Continued on page 110) 
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‘A top salesman from another fuel oil distributor came to 


Simon just because he liked the profit-sharing plan” 


(Begins on page 109) 

Though key employes, like top office help and 
salesmen, tended to stick with Simon Oil before the 
plan, Dimet finds it a magnet that will attract good 
men in those categories, too. For instance, a top 
salesman from another local heating oil distributor 
came to Simon because he liked the plan. His 
salary is the same as it was with his previous em- 
ployer, but profit-sharing made the difference. 

The plan not only helps get workers and keep 
them, but it also affects the work they do, Dimet 
says. “They know now that everything they do 
affects the profit picture and their share in the 
fund.” 


Here are three examples: 


e “We can put an oil-burner installer out on a 
job to put up lights at service stations. Then he'll 
go back on his own time to see if they’re properly 
spotted.” 

e “On their way home, burner servicemen will 
deliver a rush TBA order to a service station.” 

e “We hear from our truck drivers on what’s 
bothering dealers. They have petty gripes they 
won’t discuss when we call on them. But now, we 
can have the gripe attended to without their tell- 
ing us, so they think we’re a heads-up outfit.” 

The profit-sharing plan rounds out Simon Oil’s 
benefit program for employes, in Dimet’s view. 
Workers get paid vacations and semi-annual em- 
ploye parties. They also receive, free, $2,000 in 
life insurance, $2,000 in accident insurance, weekly 
sickness and accident benefits, and hospital, sur- 
gical and medical expense insurance. Dependents 
are included in hospital and medical coverage. 


How the Simon Oil Plan Works 


The company set up a trust fund in 1955. Each 
year it contributes to the fund 15% of its first 
$10,000 net profit; 20% of the next $10,000 net 
profit, and 25% of all net profits over $20,000. 

So far, Simon Oil has put $42,000 into the 
fund—$21,500 the first year and $20,500 the 
second. The lower contribution last year doesn’t 
mean company profits went down; actually they 
were higher than in 1955. But an employe left 
Niagara Falls to work elsewhere, and the amount 
built up in the fund for him had to be deducted 
from the company’s contribution. Otherwise, Simon 
Oil would have been escaping some of its income- 
tax liability. 

Operation of the trust fund is in the hands of 
three company employes: Roderick Allen, heating 
sales manager; Ted Dimet, officer manager; and 
Mort Dimet, service station sales manager. Both 
Dimets are sons of the company president. 


It’s their job to invest the money so that it 
earns an income, then re-invest the income so that 
the trust earns more money. “It can reach the 
point,” says Mort Dimet, “where the trust earn- 
ings can be more than the company’s contributions 
for any one year.” 


Normally, a trust fund can increase 3% in 
value each year while returning 4% on the amount 
invested. That’s how it will be possible to build up 
a $150,000 kitty for an employe who retires 30 
years from now. 


Trustees, Mort Dimet points out, must be extra 
careful. “The investment has to be conservative,” 
he says. “It’s slow steady growth that we are in- 
terested in. None of this ‘flyer’ stuff.” 


That’s why the trustees have stayed away even 
from blue-chip stocks. Funds are now in govern- 
ment bonds and savings accounts in local banks. 
Eventually, the trustees may invest in mortgages 
and real estate. Before making any investment, 
they seek advice from the company’s accountant, 
local stock brokers and local banks. 


What the Workers Get—An employe’s share of 
the kitty is determined by his compensation and 
his length of service with Simon Oil. He’s credited 
with one unit for every $100 of pay and five units 
for each year of continuous employment. Com- 
pany-authorized time out for sickness, accident, 
military service or other leave of absence keeps an 
employe earning credits. 

The company’s contribution for each year is 
divided by the total number of units for all workers 
in the plan. This puts a value on each unit; by 
multiplying it by the number of units he has earned, 
the employe gets an idea of what his share of the 
company’s contribution is. 

Simon Oil goes even further than that. “We have 
set up separate records for each employe in the 
plan,” says Mort Dimet, “to show his take of any 
contributions and his take of any of the fund’s 
earnings. And once a year, after the company kicks 
in with its share of the profits, each employe gets 
a sealed envelope that contains a full report on his 
holdings in the fund.” 

Who’s Eligible—The plan covers only full-time 
employes (Simon Oil had 35 when the plant was 
set up) who have six months or more of employ- 
ment with the company. 

Only under two conditions will employes not 
receive anything from the plan: (1) if they are 
fired for cause; (2) if they leave the company 
within five years. \ 

The reason for the second condition is simple. 
“We set the plan up to keep good employes with 
us,” says Mort Dimet. “We don’t want them to 
build up a kitty for some specific purpose—maybe 

(Continued on page 112) 
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When running tires get piping hot 
they need what Super Rayon’s got! 


In today’s driving, passenger tires average 225°, truck tires 300°, 
Hot enough to boil water, hot enough to roast tires! 


No tire cord made stands up to driving heat like Super Rayon. 

It’s the most stable, most flexible of all tire cords, at all temperatures. 
That’s one of a lot of advantages in Super Rayon that you as a 
dealer should know about and profit from! 


LAST LONGER. Tough new Super Rayon 
gives a tread wear bonus of 7 to 20%. 
Resists tread cracking and chunk-outs. no morning thump. 
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QUIETEST SAFE RIDES. Super Rayon doesn't 
go softer or harder; no annoying flat spots, 


AMERICAN VISCOSE CORPORATION 
350 Fifth Avenue, New York 1, N. Y. 


RETREADS BETTER. Since Super Rayon 
doesn’t “grow” at high temperatures, extra 
steps are eliminated—means bigger profits. 


111 





Management 





“The cost of setting up the plan was about $3,000 for a 


lawyer, an accountant and for printing”’ 


(Begins on page 109) 

its a good down payment on a home or to buy a 
car—and then quit. We don’t want to be used as 
a bank.” 

The plan will pay off under certain conditions 
besides retirement at 65. If an employe is laid off 
because of business conditions, through no fault of 
his own, he'll get his share of the fund. 

If an employe is physically or mentally disabled, 
he’ll get his full share regardless of the five-year 
limit. Similarly, if an employe dies, his bene- 
ficiary will get his full share regardless of the 
five-year rule. 

A worker who resigns after more than five years 
service will get 50% of his share if he’s 55 or 
under. If he’s between 56 and 65, he gets more, 
depending on his age. At age 56, he gets 55% of 
his share, and for each year over 56 the propor- 
tion goes up 5%, to 100% at 65. 


How the Dimets Sold the Plan 


Simon Oil made sure all employes got the full 
story when they came up with something as differ- 
ent as a profit-sharing plan. The company started 
by explaining what it was about to do in its monthly 
news letter—which was mailed to employes’ homes 
to make sure they got it. 

Then the Dimets produced a seven-page bro- 
chure explaining the plan and how it works, down 
to the last detail. Employes were advised to clear 
up their doubts by querying the fund’s trustees; 
they were also told when and where they could 
inspect the trust agreement. 

Department heads were called in for special 
briefings so they could answer questions without 
trouble. Employes were called together by the elder 
Dimet to be told again about the plan, with the 
company auditor on hand to answer further queries. 

Orientation is still going on at company gather- 
ings like parties, weekly meetings of burner service 
men and weekly safety meetings. Employes get the 
latest information on how the plan is working and 
are asked if any points still need clearing up. 


What the Plan Costs 


Because company contributions come from prof- 
its ordinarily subject to income tax, Simon Oil 
says part of the plan costs nothing. Income earned 
by the fund is also tax exempt. 

And administrative costs to keep records up to 
date are nothing to worry about, according to Mort 
Dimet. For Simon Oil, they'll be less than $200 
a year. 

That will pay for about four hours of overtime 
work the company bookkeeper will put in on the 


records, and for the services of the company 
accountant who fills out and files Form 990-P 
which the Internal Revenue Service wants by each 
May 15. 

Mort Dimet puts the cost of setting up the plan 
at about $3,000 for a lawyer, the accountant and 
for printing. “But we could have cut that down,” 
he adds, “if we weren’t such greenhorns at the job, 
if we knew more about how such plans can be 
applied by a small company such as ours.” 

What extra cost there was came in getting prior 
approval from the Internal Revenue Service. The 
plan’s first draft was turned down, Dimet says, 
because the Government wanted a few changes. In 
that draft Simon Oil, wanting to take care of 
old-time employes due to retire in 3-5 years, set 
up the plan so they would receive a faster build-up 
in funds than younger employes. But the Govern- 
ment said such an arrangement was not equitable. 


Where Dimet Learned a Lot 


Actually, Mort Dimet was no greenhorn about 
profit-sharing plans. He’d been studying profit- 
sharing and pension plans for a couple of years. 

He hit pay dirt, however, attending an annual 
meeting of the Council of Profit Sharing Industries, 
in nearby Buffalo. That gave him a chance to talk 
to many executives whose companies had put in 
profit-sharing plans. 

“I asked a lot of questions,” Dimet says. He 
wanted to know about the cost, the effect on em- 
ployes, and how such a plan would work in a 
small company. 

He learned that many of his fears were ground- 
less. The other executives told him worker morale 
would get a big boost and that employes would 
leave the front office alone once they understood 
the plan. He learned that small companies can 
use such a plan to advantage—but small companies 
that are family-owned and whose employes are all 
owners can’t use profit-sharing plans because it 
looks too much like a tax dodge to government. 

He also learned the difference between a de- 
ferred profit-sharing plan and a pension plan. The 
first gives employes bigger benefits, makes them 
feel they share in the success of the business, and 
keeps key personnel happy. 

A pension plan does much the same thing, but 
the company’s contributions are fixed, regardless 
of profits. Dimet thinks that might strap a com- 
pany in any year when profits are not what they 
should be. And to be safe, a company might tend 
to keep contributions to a pension fund on the low 
side. What’s more, Dimet doesn’t think there’s 
much incentive in a regular pension plan—while 
his profit-sharing plan is producing results. ™ 
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Punch and Print for Easy Billing 


SF iron way Tidewater Oil Co. processes 1-million 
invoices a month shows what can be done 
with mechanized accounting in a centralized sys- 
tem. And more and more oil companies are 
doing it. 

Tidewater’s Los Angeles office has 82 employes 
handling the retail credit load formerly tackled by 
140 in four district offices. Thirty-two of them man 
50 IBM machines renting for $8,000-$10,000 a 
month. 


Tidewater officials feel they’ve hit on innovations 
that make their system faster than most. One is 
a way to mechanize the job of stuffing statements 
into envelopes. 


There’s no trick to inserting several enclosures 
mechanically if one of each kind goes into the en- 
velope. But here the statement must be inserted 
along with different numbers of invoices (one for 
each purchase), and the inserting machine doesn’t 
know how many to pick up for each customer. 


Tidewater’s solution: staple the invoices to the 
statement, then let the mechanical inserter pick up 
the package. Hand-stapling takes half as much 
time as hand-stuffing the statements. 

Work for the Mailman—Another Tidewater idea 
is to let the post office do part of the work of sort- 
ing payments according to billing cycle. The com- 
pany divides its customers into ten groups for 
billing purposes and bills a different group every 
other working day. Each group has a remittance 
envelope with a different color stripe on the out- 
side, preaddressed to a different box number. 

This makes it easy to sort the envelopes and 
keep the billing cycle up to date. For instance, 
on closing day for cycle three, the clerks pick 
out cycle three envelopes arriving that day and 
process them immediately. 


Take a Card—The main tools of the system 
are 51-column IBM cards (so-called because they 
have room for 51 vertical rows of single digits). 
Invoices are printed on them; when they reach the 
accounting office a key punch operator punches 
into them the amount and account number. This 
punch operation eventually will be performed by 
an electronic scanner. 


The portion of the statement that the customer 
returns with his payment is also a 51-column card. 
The account number and amount are punched into 
it before it is sent to the customer. 


The accounting in preparation for the statement 
is done on an 80-column balance forward card. 
Statements are prepared by feeding the balance 
forward card (for old balances, if any) and invoices 
into an IBM 403 accounting machine. The 403 
does the figuring and is hooked up to an IBM 523, 
which punches the new balance into the cards. 

After the statement is prepared, the statements 
and invoices are collated and microfilmed. The 
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inserting and mailing machine handles the remain- 
ing operations. 

When statements and payments come in, the 
amount of a partial payment is punched into the 
card. If a full payment is made, the pre-punched 
amount stands. Batches of statements and the 
matching checks are totaled and the totals com- 
pared; the statements then are sorted by customer 
and by cycle, and the cycle is closed. 

This system is the product of a year-long joint 
study by Tidewater officials and the accounting 
firm of Price, Waterhouse & Co. ia 


Shell’s Councils: No Shell Game 


Shell Oil will soon set up a group insurance pro- 
gram for dealers, jobbers and their employes. The 
program heads the list of concrete results produced 
by the company’s first cycle of dealer councils. 
Shell is the fifth supplier to arrange group insurance 
for its independent marketers. 

Among other actions Shell is taking at the re- 
quest of dealers is an expansion of credit to in- 
clude small repairs to passenger cars. Credit card 
applications will also be speeded up, and dealers 
will be notified of the disposition of applications. 

In addition, Shell is expanding its dealer train- 
ing program and undertaking a study of expansion 
of its cooperative advertising program. Ld 


Skelly Tries a Training Paradox 


Skelly Oil Co. is going to make permanent in- 
stallations of “mobile” training centers. The com- 
pany’s seven new “service clinics” will be set up 
in specially constructed giant trailers adjoining 
modern Skelly stations. Savings are likely on land 
and permanent classroom building costs. 

Dealers and attendants will get classroom train- 
ing in the trailer, on-the-job instruction in the 
station. Skelly will pay trainees’ expenses while 
they’re at the sessions. The centers will be located 
in Kansas City, Tulsa, Minneapolis, Denver, 
Omaha, Cedar Rapids, lowa, and Wichita, Kan. @ 


Memos on Management 


Humble and Continental recently asked college 
professors to evaluate their respective operations 
and policies in marketing and other departments. 
. .. Anew textbook, “Service Station Management,’ 
has been published by the University of Nebraska 
Press. Written by Clayton D. Nielsen, it’s unusually 
comprehensive, and puts special emphasis on book- 
keeping. . . . “There’s no way you can judge people 
by looking at them. You have to find out by talking 
to them how they’re doing on a job,” says the in- 
dustrial relations chief of a southwest major. a 
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@ A pre-setting device for gasoline pumps is being tested at an East Hart- 
ford, Conn., station (above). Bank of eight push buttons allows the operator 
to control delivery of $1, $2, $3 or $4 worth of gasoline, or five, eight, ten 
or twelve gal. Push buttons can be used in combination with manual 
delivery for other dollar or gallon amounts. Manufacturer is Veeder-Root, 
Inc. Officials don’t know when the device will be ready for production. Extra 
cost is also uncertain, but it’s expected to be less than $50. 


SIGNIFICANCE: This is another step to free station attendants from holding 
the nozzle so they can spend more time on selling and service. 


@ Esso is taking its Massachusetts 
fair trade case to the U. S. Supreme 
Court. A Court of Appeals has af- 
firmed that Esso could not fair trade 
because it was in potential competition 
with Secatore’s, one of its Boston re- 
tailers. About one-third of Esso’s 
$3.2-million commercial account sales 
in Massachusetts in 1955 were to ac- 
counts buying less than 50,000 gal. a 
year; Secatore’s had about 45 “fleet 
accounts” buying from 5,000 to 42,- 
000 gal. a year. 


SIGNIFICANCE: The high court will 
have to decide if a state fair trade act 
can be enforced when an oil company 
competes even partially with a retailer. 


@ Gulf Oil has introduced a new re- 
striction to its cooperative advertising 
program. Groups of dealers who want 
to quote special seasonal prices in ad- 
vertising Gulf’s private tire brand can 
no longer get the company to pay 
half. 


SIGNIFICANCE: Company attorneys fear 
Gulf might be blamed for influencing 
prices if it shares the cost of price ads 
signed by more than one dealer. 
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= A “model” ordinance restricting 
service station building was repealed 
by the town of Hazel Park, Mich., 
while it was under attack in a court 
case. After the repeal, a local judge 
said “the city did right” because the 
ordinance was “unreasonable, arbi- 
trary and capricious.” The law was 
based on a model backed by the Na- 
tional Congress of Petroleum Retailers. 


SIGNIFICANCE: The town’s action is a 
blow to NCPR efforts to limit the 
number of stations. But NCPR’s 
“model” is being used in other cities. 


@ A completely redesigned tank car 
is described by backers as a king-size 
vehicle that weighs less, costs less, 
carries more and is more efficient and 
versatile than traditional tank cars. 


SIGNIFICANCE: Railroads are out to 
make a strong bid for oil products 
hauling business. Figuring percentage 
of ton-mile revenue will be much 
higher, at least one company has 
applied for more than 50% reduction 
in certain rates for lube oil to be 
moved in 20,006-bal. cars. 


@ Skelly Oil Co. is launching a new 
merchandising program aimed espe- 
cially at women. Light blue plastic 
credit cards, bearing the notation “pre- 
ferred credit,” will be issued to women 
customers. Dealers will be urged to 
offer top service to the distaff side. A 
woman executive has been placed in 
charge of the plan. 


SIGNIFICANCE: “Women are doing an 
ever-increasing amount of buying at 
service stations,” says Skelly. 


@ Oil marketers are paying more at- 
tention to servicing automatic trans- 
missions. First efforts at training deal- 
ers in AT service only scratched the 
surface, say major officials, and a sec- 
ond round hasn't gone far enough. 
They say too many dealers back away 
because AT service is unfamiliar. 


SIGNIFICANCE: This market is growing 
fast as AT-equipped cars become more 
popular. And there’s a good profit in 
AT fluid. 


@ Sun Oil advertising in oil magazines 
says the company does not sell to un- 
branded jobbers or dealers. 


SIGNIFICANCE: Sun is trying to cap- 
italize on current jobber and dealer 
protests over unbranded sales by some 
majors. 


@ Service stations accounted for 
7.2% of all retail sales in 1956, says 
the Commerce Department. Stations 
ranked fourth among all retail busi- 
nesses (they were sixth in 1952). Food, 
automotive and eating and drinking 
places led the list. Commerce says 
11.4% of total consumer expenditures 
went for transportation (including 
autos, petroleum products). A Life 
magazine study adds another figure: 
14% ($591) of annual family income 
went for automotive products in ’56. 
It broke down like this: car purchase, 
$299; gasoline and oil, $154; tires and 
tubes, $21; spark plugs, $8; miscel- 
laneous (antifreeze, insurance), $109. 


SIGNIFICANCE: Station sales are grow- 
ing faster than any other retail business 
—37.7% gain in 1956 over 1952. 
Automotive gain was 27.5%. 





Silent Salesmen Work for You 
Vending machines at service stations 
are big business. To find out how they 
can help you, turn to page 117. 
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“Yes Sir! For all the different kinds of ‘lift’ jobs a 
Service Station handles these days _ can’t beat the 
new Globe Single-Post ‘Frame-Kontact’ Hoist. It 
solved all the problems we had in lifting and servicing 
the modern cars and light trucks. 


“It’s the ideal hoist for any job—lubrication, front 
end work, rotating tires, brake jobs— it’s fast, strong 
and safe. And we get em in, up, down and out so 
fast I’m making more money on every job. My cus- 
tomers are happier, too!” 


Just look at all these important features: 


@ Single-post construction affords maximum 
accessibility to entire undercar, permitting 
faster, easier work. 


@ Accommodates all car wheelbases. 
@ Lifts up to 8,000 lbs. 
& 


Relaxed position of front and rear suspen- 
sions permits full penetration of wear points 
by lubricants. 


@ “Surface-Packed” cylinder gives long, trou- 
ble-free performance. 


@ Low-cost one pit installation. 


Owners and Operators of Service sta- 
tions across the nation report that instal- 
lations of GLOBE “Frame-Kontact” 
HOISTS have made possible greatly in- 
creased volume at a lower cost per job : . 
through faster, more efficient servicing Se CONTINENTAL ADAPTERS 
and repairs. STYLED TO LIFT ALL CARS 
GLOBE “Frame-Kontact” HOISTS Equipped with the new “Continen- 
are your best buy initially, and will pay tal” Adapter, GLOBE “Frame-Kon- 
for themselves over and over again by tact” HOISTS lift every car safely 
making servicing quicker and easier for and easily. Adapter arm rotates 360° . . . provides com- 
both expert mechanics and inexperienced pletely flexible adjustment. Firm, solid, widely spaced sup- 


og port is given the car frame. . . . European cars, cars with 
attendants. Fill in the copes below and unitized bodies, even three-wheelers are readily lifted. 
send for full information. 


* 
GLOBE HOIST COMPANY NPN-815-FKH (1) 


GLOBE PATENTS—The | E@St Mermaid Lane at Queen Street 


world-famous principle | Philadelphia 18, Penna. 

of ‘“Frame-Kontact”’ |iftin : 

was invented, telented: Please send me complete information on Globe 
pioneered, ahd licensed by ,; “ * Hoists. 

Biobe Holt company. it is Frame-Kontact” Hoists 

covered by the following 

bssaeie attiets — | Oo 
2612344 — 2612355 — | COMPANY 
2654443. Other U.S. and 

foreign patents issued and | ADDRESS 
pen 


ng. i ne aa OR A Ge: IR, ee 4 
CITY and ZONE_ OO Se ae 


P 
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WORLD’S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 
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ANEW OPERATOR 





by the originators 
of cable control in 1933 
for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 
cross braces. Levers are of malleable iron, shorter 
and heavier in section, with oilless bronze bearings. 
Malleable iron offset Jinks can be attached to either 
one of two holes providing cable movement of 1% 
in. for older types of emergency valves or 2 in. for 
newer larger valves. 











Other outstanding features of this new 








operator include the following: 





@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 





@ Provision for manual tripping from two or more remote points 


@ The end frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 


Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 








In any size frame from 1 to 10 compartments (5-compartment 
operator is only 81/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 





Operator can be mounted in any convenient position. 
Send for detailed information and prices “US. Patent tte. 1,082,07% 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS, « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF, 
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Vending Machines: 


Profit Makers, 
Business Builders, 
Or a Headache? 


Read the special report on the following pages 
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_ Here’s What You Should Know 


Careful control is the key to successful vending 
operations. You can’t let the machines run away 
with you. But don’t undersell them either. Vend- 
ing is big business at stations, no matter how you 
look at it. And it promises to get even bigger. 

Last year the vending industry sold nearly $2-bil- 
lion in goods and services. Stations accounted 
for more than $100-million of that business. 

Nine out of ten service stations have vending 
machines, surveys show. There are more than 
250,000 soft drink machines alone in service sta- 
tions, according to The Coca-Cola Co. 


Most stations have two vending machines. The 
average machine does a volume of more than $500 
a year. Some do far more. Dealers net an average 
of $25 a month extra from vending. 

Retailers generally like vending machines. Some 
wholesalers—but not all—say they like them too. 

They see them as a way of providing added 
customer service and additional dealer income. 
Some marketers have reservations about vending, 
but nearly all agree that “silent salesmen” are 
here to stay and will grow even more important 
in the next few years. 


Oil's Attitude Toward Vending Is Changing 


Marketers once fought vending machines in their 


stations. Now they are ing more and more 
interested in them as merchandising tools. Reason: 
they can be good for your oil business, 

Vending machines have been around (more or 
less) ever since a Greek named Hero put together 
a device for peddling holy water at temples. That 
was a few thousand years ago. But it wasn’t until 
the early 1930’s that vending machines—selling 
cigarettes—made a general appearance at service 
stations. 

“Oil companies weren’t very interested in vend- 
ing machines then,” says one major company 
official. “They grew on their own—through dealer 
initiative.” 

Marketers say resistance to vending machines 
came from oils almost traditional opposition to 
non-oil, gasoline and TBA product sales. 

“There’s a good reason for this opposition,” says 
an official of Atlantic Refining Co. “Other mer- 
chandising can become too complicated and can 
divert the dealer’s attention away from the station 
business.” 

That resistance seems to be fading from oil in- 
dustry circles now. 

The new approach is typified by the merchan- 
dising e who says, “We’re interested 
in anything that can help our dealers make more.” 


A market research executive says, “If we want 
our dealers to make more money, we have to find 
a way for them to do it. Vending machines may 
very well be the way. We tell our dealers they 
have to diversify their line, and this may be an 
answer to simplified diversification.” 

Of course, there’s no solid front of thinking on 
this topic within the industry. Many jobbers say 
they won’t be satisfied with vending machines 
until they get a better break on profits. 

Major company opinion ranges from an execu- 
tive who says, “In a few years, vending machines 
will be as necessary as gasoline pumps,” to another 
who says, “As long as they’re with us, we might 
as well make the best of them.” 

On the other side of the coin, the vending in- 
dustry is becoming more interested in the potential 
of the service station market. 

Until fairly recently, the service station was con- 
sidered a “secondary” vending market. Station loca- 
tions don’t pay out as well as factory or military 
installations. Some vending operators have put 
older machines in service stations, and dealers have 
sometimes complained of infrequent service. 

In low-volume neighborhood stations, older ma- 
chines are still pretty much the rule. But the growth 
of superhighways and limited access turnpikes has 
pointed up the possibilities of the station market. 
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“We have come to realize there is a tremendous 
potential in the service station,” says one vending 
executive. “But to exploit it, you need perserver- 
ance and education.” 

Vending machines have a big potential on turn- 
pikes and parkways where restaurants are excluded. 
Batteries of machines vending a full line of food 
products do a landslide business on roads like the 
Merritt and Wilbur Cross Parkways in Connecticut. 
Two jobber stations there reportedly receive com- 
missions of $27,000 annually from their auto- 
matic ‘snack bars. 

But even in parkway stations next to restaurants, 
there are promising markets. Machine batteries 
take over feeding during off-hours and help relieve 
peak-hour loads. Full-line vending supplementing 
restaurants has already proved itself on the Gar- 
den State Parkway in New Jersey and along the 
Oklahoma Turnpike. 

Despite widespread use of vending machines, 
there’s little organized information about profit 
and volume. Several major companies are plan- 
ning studies to get more facts about station vending. 

Esso Standard Oil Co. and Sun Oil Co. have 
both done limited market research on vending at 





service stations. One company is planning a big 
study of service station productivity. Part of it will 
be directed toward the vending business. At least 
two other majors are considering similar surveys 
to determine the effect of vending on station in- 
come. Esso and Shell Oil Co. are making studies 
of outdoor vending shelters and considering means 
to make them available to dealers. 

Tidewater Oil Co. is building a prototype station 
in Tulsa, Okla., incorporating a separate room for 
vending Coca-Cola, coffee, ice cream, cigarettes, 
candy and possibly other products. 


Separate vending rooms are not new, but Tide- 
water plans to keep complete records of the opera- 
tion to learn what vending can and cannot do for 
a station. The company also plans to experiment 
with point-of-sale promotion and station signs to 
find out the best way to merchandise a vending 
room. 

A Tidewater executive thinks the success of the 
program could have a far-reaching effect. “It would 
surprise me if new stations didn’t have some place 
for this type of thing,” he says. “If we do adopt 
vending areas, it will certainly change service sta- 
tion design.” 


What Vending Machines-Can Do for Your Stations 


Vending may help increase your dealers’ income; 
and it may be a good tool to help them get more 


But there are sharp differences of opinion on 
this, even within the same company. One group 
calls vending a profit maker, another says it’s just 
a business-building service to customers. But re- 
gardless of these differences in viewpoint, market- 
ers admit they’re taking vending more seriously. 

A Frontier Refining Co. jobber thinks vending 
is an “important service,” but says it brings in no 
extra sales. A Tidewater jobber claims vending 
attracts transient trade and brings in profit, too. 


Vending executives insist that machines are an 
important competitive tool, and should also show 
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a small but steady profit. 

“Sometimes, service station operators have an 
exaggerated idea of the profits to be made from 
vending,” says the sales manager of a large ma- 
chine manufacturing firm. “After taxes, the average 
net profit for vending operators is only about 3%. 
This is a business in nickels and dimes, with profits 
in fractions of a cent.” 

Vending companies classify service station po- 
tential into three main categories: 

e Neighborhood Stations—Relatively low vend- 
By! potential. 

e Large 


Highway Stations—Good potential. 
Should have several types of machines. 
(Please turn page) 








(Begins on page 117) 

e Limited Access Highway Stations—High po- 
tential and best possibilities for growth. Should 
have “full line” vending. 

“But even in neighborhood stations,’ says a 
vending official, “I'll guarantee you'll lose business 
if your competitor has a machine and you don’t. 

“Petroleum marketers should drop this idea that 
the machines are a necessary evil. You're in busi- 
ness to serve the public. Anything that makes your 
service more attractive is important.” 

Helping your dealers build vending business 
may be largely a trial-and-error process. 

Beyond the standard items—soft drinks, ciga- 
rettes, candy and cookies—you may have to ex- 
periment to find out what customers want. In 
some parts of the East Coast, dealers report that 
milk machines are drawing new customers by the 
dozens. In others, dealers complain that milk ma- 
chines barely pay for the electricity they use. 

Despite the risks, there’s an astounding variety 
of products vended at stations. 

Eggs, bread, ice cubes, toilet articles, cosmetics, 
newspapers, magazines, hot soup, fresh fruit, shoe 
shines, sandwiches, toys, sunglasses and postage 
stamps—all are sold successfully at service stations. 

In some turnpike stations, coin machines can 
give you an electric shave, a massage, and even 
(in two stations on the Pennsylvania Turnpike) a 
few whiffs of pure oxygen to relieve fatigue. 

Machine types are nearly as varied as the prod- 
ucts they sell. 

Soft drink bottles are dispensed from open cool- 
ers (not strictly vending machines, since the cus- 
tomer lifts the lid to get his drink); from selective 
venders offering several kinds of drink; and from 
electrical or mechanical machines dispensing one 
product. The same soft drinks are sold in cup ma- 
chines that blend syrup and carbonated water. 

New soft drink bottle machines cost from $300 
to $400. Soft drink cup machines run as high as 


$1,400 to $1,500. A few specialized machines— 
notably ice and hot food venders—cost about twice 
that. But serviceable used cigarette machines can 
often be bought for less than $75. 

Machines are usually controlled by vending oper- 
ators and installed in stations on a lease or com- 
mission basis. 

The machine operator owns, supplies and serv- 
ices vending machines in a number of locations. 
He may pay rent for station space for his machines, 
or he may rent the machines to dealers or station 
owners. Or he may agree to pay a percentage com- 
mission on all machine sales. Oil men prefer these 
arrangements to outright ownership by the dealer. 
They point out that the dealer doesn’t have to sink 
his capital into machines. 

The exception to the rule is the soft drink bot- 
tle machine. Dealers often own them. Soft drink 
companies have long preferred to make arrange- 
ments for dealers to buy their own machines. 

Cigarette machines are nearly always installed 
on a lease or commission basis. Vending operators 
themselves seem to prefer this arrangement, and 
the dealer may have little choice. (To protect 
venders, some machine manufacturers refuse to sell 
direct to location owners). 

Profits for dealers vary with the kind of arrange- 
ments for installing machines. In lease and com- 


The commission on cigarettes is usually about 
2¢ a pack. But if the dealer owns his own machine, 
it may be as high as 7¢ a pack. 

Soft drink bottle machines return about 25% 
profit on 5¢ sales—more than 50% on 10¢ sales, 
according to The Coca-Cola Co. Average station 
volume on soft drinks is about 25 cases a month, 
but charges for lost bottles and cases are deducted. 

Milk machine commissions vary from 1¢ to 5¢ 
a quart. Commissions on packaged or crushed ice 
are reported at from 5¢ to 15¢ a package. 
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A machine in the wrong place just gets in the way 


Special Report 





e REFRESHMENT CENTER (550) 





. Special vending areas solve the problem neatly 


Vending Headaches . .. And Prescriptions 


Some big problems still beset station vending 
operations. But marketers and vending people are 
working hard to come up with solutions. 

Cluttering—‘‘We don’t like to see our stations 
get overcrowded,” says a Socony Mobil executive. 
“Inventories are growing larger and more complex 
all the time. Vending machines sometimes con- 
tribute to the problem.” 

To: sell goods, you have to have your machines 
in full view. At the same time, they must be 
placed away from islands and other points where 
traffic should keep moving. The usual answer 
has been to put some machines between lube bays, 
and others in sales rooms. This system has limita- 
tions—in numbers, types and uses of machines. 

Now, une companies are developing pre- 
fabricated metal outdoor shelters to house batteries 
of vending machines and eliminate clutter. 

One of these was developed by Modern Metal 
Products Co., of Greensboro, N. C., at the request 
of a'major oil company. Both Esso and Shell have 
approved the shelter and are studying. ways to 
make them available to more dealers. Several other 
companies are also studying it. 

The shelter holds a battery of 4 to 6 machines. 
Cost to dealer is $678—a storage compartment for 
bottles is $95 extra. 

“It proved impossible to reconcile the physical 
requirements of two businesses—refreshment and 
car service—in the same structure, on a jumbled 
basis,” says Richard H. Hicks, sales manager for 
Modern Metal Products. 

“Without hindering, but rather increasing, the 
traffic value of vended items, the Refreshment 
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Center House is proving to be the answer 
claims. 

Sanitation and Spoilage—In some parts of the 
country (the Southeast, for instance) chocolate 
candy’ is reportedly a “dead item.” Hot weather 
makes the candy gooey and unappetizing. Vending 
officials say refrigeration will soon take care of 
this headache. 


“A good cup of coffee” has long been an elusive 
goal of machine designers. In some machines, 
cream spoilage is the culprit. In others it’s the 
quality of the powdered mix. The vending industry 
is attacking the problem in two ways. 

Lehigh, Inc., of Easton, Pa., is now marketing 
the “Take-a-Break,” a machine that dispenses 
packets of powdered milk, coffee and sugar. The 
machine utilizes water from any tap and heats it to 
the proper mixing temperature. Besides licking the 
problem of milk spoilage, the company says the 
small size of the machine (13” wide and 57” tali) 
makes it ideal for crowded service stations. 


Another approach to the coffee problem is the 
development of a vending machine that brews 
fresh coffee periodically. After a batch of coffee 
has been in the machine for some time, it is auto- 
matically flushed out and a fresh batch brewed in 
its place. 

A few small operators may have been lax in the 
past about sanitary precautions. This is not gen- 
erally true, since in many parts of the country, 
operation of food machines requires special licens- 
ing by Boards of Health. 


But to remove the last shred of uncleanliness, 
(Please turn page) 


»” Hicks 





{Begins on page 117) 

the National Automatic Merchandising Assn., an 
industry-wide group, is developing a public health 
code in cooperation with the U. S. Public Health 
Service. 

A few marketers complain that racketeering 
elements are active in the vending industry in some 
parts of the country. Some law enforcement officials 
agree. 

A member of the staff of a United States Attor- 
ney says flatly, “There is definitely racketeering in 
the vending industry.” He cites two actions against 
the Cigarette Merchandisers Association in New 
York City—one a criminal indictment, and the 
other a civil case, both charging monopolistic 
practices. 

In the criminal action, the defense entered a plea 
of nolo contendere (which does not admit guilt, 
but makes the defendant liable to conviction). In 
the civil case, a consent decree was filed. 

This government official adds, “The defendants 
were charged only with antitrust violations, but 
there was strong flavor of coercion throughout the 
case.” 

The head of a rackets bureau for the district 
attorney of a major city says, “Racketeers have 
been in vending machines from the first. They are 
becoming more subtle now. They operate in the 
‘twilight zone of respectability.’ They trade on fear, 
even though they don’t actually use threats of 
physical violence.” , 

Los Angeles police say petty con-men are active 
in vending in their area. Fly-by-night operators try 
to sell dealers faulty machines, fictitious service 
contracts and non-existent supply routes. However, 
they say they know of no major organized rack- 
eteering in vending there. 

The chance that a dealer may be hoodwinked 
by one slick operator is probably greater than the 
chance of his being victimized by an organized 
syndicate, oil marketers say. 

A top marketing executive of a major company 
complains of collusion among vending operators. 
When the company recently asked a vending oper- 
ator to replace worn-out machines in one of its 
stations, the operator refused. The company re- 
moved the machines itself, but was unable to find 
anyone else to service the station. 

One operator who tentatively agreed to service 
the account later told the company, “When I took 
your order, I didn’t know that — had this 
account. I can’t touch it. Now let’s forget we ever 
talked to each other.” 

In another direct-operated station, the company 
wants to buy its own machine. But it has been 
frustrated by a reported inability to buy cigarettes 
from tobacco wholesalers. 

The same company also charges that trouble 
between vending factions in Detroit erupted into 
violence at a service station. An attendant was 
killed while trying to stop two men from smashing 


machines in the station. 

A check of other oil companies reveals few coni- 
plaints of racketeering. However, an East Coast 
jobber reports that “after some trouble” with his 
vending operator, he decided to operate his own 
battery. He bought one machine from an operator, 
only to have the machine manufacturer demand 
that it be returned. 


The factory that recalled the machine insists this 
was in keeping with a long standing policy of not 
selling to individual location owners. “We do this,” 
says a factory representative, “to protect legitimate 
operators with whom we do nearly all our busi- 
ness.” 

The vending industry says racketeering isn’t a 
serious problem. There may be some unsavory ele- 
ments, but no more—or less than in any other 
business. 


A sales manager for a large machine manufac- 
turer says, “You have to make a sharp distinction 
between coin machines (pin-ball machines) and 
vending machines. NAMA rules prevent pin-ball 
operators from joining it. Historically, it may be 
true that racketeers were a factor in the coin- 
machine field. There is a big profit and little work 
there. But in legitimate vending, the profit is too 
small and the service too difficult to interest rack- 
eteers.” 

Another vending official explains why an oil 
company may have trouble getting a second oper- 
ator to supply its stations after breaking with a 
first. “Cigarette operators usually work with con- 
tracts—and these are universally respected by the 
industry.” 

This official adds, “Whatever you might think 
of associations, you have them in the oil industry, 
too. I can recall gasoline price wars where just as 
much violence has broken out as in our industry. 
The only ‘protective aspect’ to our associations is 
to keep location owners from setting vending oper- 
ators at each others’ throats over choice spots.” 


A long-time correspondent for Vend magazine, 
Aaron Sternfield, says, “If anything, the situation 
is the reverse. This industry is highly competitive— 
so competitive that operators who want a location 
badly often pay big sums to the owners to induce 
them to drop their present operators.” 


Another source concurs, “If a dealer wants to buy 
his own machine,” he says, “any tobacco seller 
in the area would be glad to get the account and 
service it.” 

A vending executive suggests one possible solu- 
tion for the company troubled by racketeers. Some 
local bottlers franchised by the large soft drink 
companies are going in for full-line vending, he 
reports. Oil companies and individual dealers can 
trade with them if they want to. 

Coca-Cola has been mentioned as one of the 
bottlers moving into full line vending. The Coca- 
Cola Co., however, will neither confirm nor deny 
the reports. 
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Special Report 








What's Ahead for Station Vending? 


One of the prime targets for the fast-moving 
vending industry is the service station field. One 
observer says, “The future is limited only by our 
imagination.” 

Machines themselves are constantly being im- 
proved. They’re getting bigger and more diversified. 
Tomorrow’s machine will hold more goods and 
respond more intelligently than ever. 

Batteries of machines—like those appearing in 
front of supermarkets—may make 24-hour mer- 
chandising a possibility in any field. The number 
of products these goliaths handle is swelling. 

Some oil companies are already making changes 
in station design to handle the expected increase 
in service station vending. 

Cities Service Oil Co. and Continental Oil Co. 
are putting alcoves for machines on the sides of 
some of their new stations. Shell and Socony are 
discussing modifications. 

Existing stations can’t be changed so easily. 
That’s why many marketers are interested in out- 
door shelters. One major is considering a plan for 
long-term financing of shelters for its dealers. The 
company may also offer to build the necessary 
concrete base and run plumbing and electrical lines. 

Some oil men think separate vending rooms are 
the only real answer to machine location. Carl A. 
Petersen, Pure Oil architectural consultant, argues 
that lube bays are becoming outmoded. In the 
future, he says, they may become vending rooms. 

Vending executives are encouraged by the new 
interest in station vending shown by oil men. 

“Up to now, no one has really tried to figure 
out ‘what more can we sell at stations?’ ” one says. 
“With the growth of so-called ‘supermarket vend- 
ing,’ there is every reason to believe that service 
stations will go into varied lines, too.” 

“Of course, the service station has to make up 
its mind. Do you want quick throughput or high 
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unit sales? Sometimes oil men can’t see the woods 
for the trees. Merchandising unconventional items 
—and the machines themselves—bring a rise in 
total sales. 

“If oil men come around the way we think they 
will, you'll see the growth of multiple vending units 
selling everything the traveler might want. The fu- 
ture is limited only by our imagination.” 

The American Automobile Association reports 
that 22¢ of the vacation traveler’s dollar is spent 
on petroleum products and TBA, while 28¢ goes 
for food (NPN Factbook—p208). Experts think 
vending can help stations grab a larger share of 
the tourist dollar. 

Designer Raymond Loewy envisions a futuristic 
station where refreshments are as important as fuel. 
Already, Loewy notes a trend toward mechandis- 
ing travel items not related to the car. 


Oil marketers are cautiously optimistic. They're 
experimenting to find out for themselves how big 
vending’s future can be. 

A midwestern major is talking about converting 
the entire back wall of station salesrooms into huge 
vending machines for TBA items. The vending 
units could be loaded from the rear. 

Other companies are cool to the idea of TBA 
vending. Richfield Oil Corp., for one, points out 
that (1) TBA moves more slowly than soft drinks 
and cigarettes; (2) customers want advice when 
they buy. TBA; (3) many TBA items require serv- 
ice and installation. 

But even if machines never sell TBA, the age 
of automatic merchandising is rolling in on the 
service station. Some majors include expected 
vending machine revenue in their bids for choice 
turnpike locations. A merchandising representative 
for one such company says, “The day will come 
when vending machines—lots of them—will be as 
essential to stations as gasoline pumps and lifts.” 

(Continued on page 126) 





BIGGEST NEWS 
BLUE SUNOCOS 


Fuels to fit mA 


every car from one 
automatic pump 


Plus these benefits 


Each Sunoco dealer has an 
adequate territory, with no 
crowding of Sunoco outlets. 
The average Sunoco dealer 
outsells his average competitor 
by 75%. 


With Sun’s pioneering ‘‘Dealer 
Development Program’’, pros- 
pective dealers earn while they 
learn. In conference sessions 
later, dealers may discuss their 
problems with sales manage- 
ment. 


And more 


Sun does not supply gasolines 
directly or indirectly to un- 
branded jobbers or unbranded 
stations. 


Sun does not duplicate its mar- 
keting operations by serving 
dealers both directly and 
through branded distributors 
in the same area—no dual dis- 
tribution! 


SUN OIL COMPANY, Philadelphia 3, Pa. 





IN MOTOR FUELS 
Custom Blendin 


Sunoco’s revolutionary new system of tailored fuels is on 
its way. It will put Sunoco dealers head and shoulders above 
all competition with its exclusive marketing advantages. 


@ Early in 1958 Sunoco dealers 
will start selling six Custom- 
Blended motor fuels from 
Sunoco’s fabulous, exclusive 


blending pump. Prenat 
@ These fuels,automatically rs 200 
blended by one pump, will give Quality 

gia are full ier pox ep Highest octane anywhere at 
ance at price advantages no 2- or : 

gen can tals sel 
@ Whatever engine developments New Super 
the years ahead may bring, Pp ° 240 
Sunoco dealers will be ready for remium 
them. Best value for highest com- 


On the way pression cars. 


6 great blends from Sunoco’s ex- 
clusive automatic blending pump. 





Available today 














Special Report 





a 


Bright, modern lounge and vending machine battery is a winning combination. Here’s . . 





How One Jobber Makes Vending Pay 


(Begins on page 117) 
TWO STATIONS in northern New Jersey make 
the most out of vending machines. Both have sepa- 
rate vending rooms and one has a modern lounge 
in addition (picture). 

The stations are in Mahwah, N. J., in one of 
the most heavily “vended” service station markets 
in the country. They’re on opposite sides of busy 
Rte. 17, a main artery between metropolitan New 
York and the New York State Thruway. Not far 
away is a giant Ford Motor Co. assembly plant. 

Reinauer Bros., a Tidewater jobbership, owns 
and operates both stations. They’re managed by 
Charles Reinauer, a partner in the company. 

Reinauer thinks the machines help him keep one 
jump ahead of his keen competition. “But,” he 
says, “you can bet they turn in profit or 1 
wouldn’t give them wall space.” 

The northbound station has a six-machine bat- 
tery housed in “Vendo-Bar.” The room is fronted 
by huge glass sliding doors—open in the summer 
and warmly inviting in the winter. 

The southbound station has a modern building 
designed especially for the site. The machine bat- 
tery is in a central hall and to one side there’s a 
light, airy lounge with modern furniture for cus- 
tomer comfort. 

In both stations, pump islands are perpendicular 
to station buildings so that the machines confront 
the customer as he buys gasoline and oil. The 
machines sell staple items—soft drinks and ciga- 
rettes. But they also offer cigars (by the box), 


candy, gum, combs, Kleenex, sunglasses, chocolate 
milk shakes and toys. 

The toys are Reinauer’s idea. “They pacify kids 
on long trips,” he says. “I try them out on my 
own kids first. If my kids don’t give them a 
tumble, I forget about them.” 


Reinauer owns all his machines. His attendants 
fill and service them as needed. He figures he has 
$9,000 invested in vending machines alone. 

Ownership brings a better-than-average profit. 
Reinauer’s markup on cigarettes is 25% (7¢ ona 
sale of 30¢), 20% on candy. He thinks that 5¢ 
candy is on the way out. “For 5¢ today,” he says, 
“the customer gets only a quick bite.” 

Reinauer isn’t ready to coast along with the 
vending setup he has now. He has a plan to piggy- 
back machines in the Vendo-Bar to get more space 
and machine efficiency. 


He also plans to install an oxygen machine. 
There are only three of these machines in the 
entire country, Reinauer says. But he thinks pure 
oxygen can help relieve driver fatigue—even help 
sober up drinking drivers. “This can be one more 
customer service,” he says. = 


Want reorints of this report? 





They'll be available soon, to help you get the word 
about vending machines to your dealers, salesmen and 
business associates. They're 50¢ each for under 100. For 
quantity rates and information, write Reader Service 
Dept., National Petroleum News, 330 West 42nd St., 
New York 36, N. Y. 
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Du Pont FOA-2 provides advantages to 
refiners as well as to their customers 








“BRIEF CASE” PRESENTATION 
WELL RECEIVED BY PETROLEUM 
INDUSTRY AND ITS CUSTOMERS 


The “Brief Case for Business” presenta- 
tion was announced in a NEWS ad last 
January. Since then 500 kits have been 
put to use, and they are expected to 
play an important role in this year’s Oil 
Progress Week. Developed by the 
DuPont Petroleum Chemicals Divi- 
sion, the “Brief Case” tells an oil indus- 
try public relations story in much the 
same way as the popular “Magic Bar- 
rel” has been doing so successfully for 
nearly five years. 

The “Brief Case” presentation, intro- 
duced last January Ist, is sponsored by 
the Oil Information Committee of the 
API. It tells in a highly dramatic way 
the importance to the American econo- 
my of oil products and of products 
made from oil. According to OIC esti- 
mates, over 1,000 presentations will 
have been made by November 1 — to 
club, school and civic groups through- 
out the country. 


Small and low cost 


Exhibits in the kit were carefully se- 
lected to tell a forceful story. The kit 
fits compactly into a li ightweight, easy- 
to-carry brief case and costs only $50 
complete. If you are not already using 
the brief case kit, or would like addi- 
tional kits, any of our DuPont Petro- 
leum Chemicals Division representa- 
tives will be glad to help you obtain 
them. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. dy Pont de Nemours & Company (Inc.} 





The versatility of DuPont Fuel Oil Additive No. 2 


(FOA-2) provides 


refiners with processing flexibility as well as sales features for their 


customers. Here's how . . . 
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POWER PLANTS can help insure continuous flow of elec- 
tricity by protecting their fuel oil against sludge for- 
mation through the use of Du Pont Fuel Oil Additive No. 2. 


FOA-2 makes it possible to blend cata- 
lytic-cracked stocks with straight-run 
products and still maintain good stor- 
age stability and performance. Because 
of this, refiners can adjust their inven- 
tories of heating and diesel fuels to 
meet varying seasonal demands. And 
the storage stability of a catalytic- 
cracked stock by itself can be increased 
by the addition of FOA-2. 

The additive also helps to upgrade 
stocks to increase the vield of domestic 
heating oils, and release straight-run 
stocks for charging stock. 


Protects wide range of products 


The stabilizing and dispersant action 
of DuPont FOA-2 is highly effective 
across the whole range of distillate fuel 
oils. This means that the same additive 
that retards and disperses sludge for- 
mations in home heating oils can be 





used to help prevent injector-sticking 
and filter-clogging in all ty pes of diesel 
fuel — for truck, tractor, marine, indus- 
trial, and railway locomotive engines. 

With this extremely broad range of 
usefulness, many refiners are able to 
realize substantial savings in their over- 
all manufacturing and distribution op- 
erations through the use of this single 
additive. 


Benefits residuals, too 


Because of the nature of the product, 
sludge problems with residual fuels can 
be particularly troublesome. Many of 
the problems can be readily solved by 
periodic treatment of the system with 
FOA-2. But it’s even easier to prevent 
them and eliminate many costly tank- 
cleaning operations by simply adding a 
small amount of FOA-2 to the residual 
fuel before it goes into the storage tank. 


OVER 





DUPON 





FOA-2 Advantages 


Many residual fuel users, both large 
and small, have already found that 
FOA-2 will keep their fuel storage and 
supply systems clean and their burners 
operating smoothly. Thus, substantial 
savings are made by eliminating costly 
downtime for cleaning. 


For detailed information 


[seer 


To help you bene- 
fit fully from FOA-2 
in all these applica- 
tions, we will be 
glad to send you a 
comprehensive 24- 
page book about it. 

All the basic in- 
formation you will 
need is included in 
this book—composition and properties, 
use concentrations, handling and addi- 
tion methods, performance testing, and 
a discussion of the benefits of FOA-2 
in all its applications. 








Many refiners find 
pre-mixed additives 
more convenient 


A new combination “package” of 
DuPont Fuel Oil Additive No. 2 pre- 
mixed with DuPont Metal Deactivator 
has been offered to refiners during re- 
cent months. 

We've heard many favorable com- 
ments on this new combination from 
refiners who have tried it. It has proved 
a convenience to be able to add a single 
additive with combined properties that 
guard against practically all the major 
chendine’ causes of heating oil and 
diesel fuel troubles, specifically sludge 
and gel accumulations. 


The new combination is available to 
you in drums in two different concen- 
trations .. . FOA-208 —92% FOA-2, 
8% DMD; and FOA-212—88% FOA-2 
and 12% DMD. 





JOHN D. ROGERS is supervisor of the 
jet and aviation fuels research group at 
the DuPont Petroleum Laboratory, 
Carney’s Point, New Jersey. In this ca- 
pacity he serves as an aircraft engineer- 
ing consultant, working closely with 
the engine manufacturers and Navy 
and Air Force test centers on evalua- 
tion of fuel performance in the latest 
aircraft. And his staff at the laboratory 
analyzes trends in military require- 
ments and related commercial devel- 
opments to help refiners meet present 
and future demands for aviation petro- 
leum products. 
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His broad experience has ideally 
equipped him to provide refiners wit 
competent aid in these fields. 

He joined the DuPont Company in 
1951 as a senior engineer at the Petro- 
leum Laboratory. He did engine and 
combustion research on fuels, and 
worked with refiners on automotive 
performance studies until 1954. Before 
coming to DuPont, he did develop- 
ment work on rocket and jet aviation 
fuels for a major oil company. During 
World War II, he was with an aeronau- 
tical corporation as combustion analyst 
and design engineer on B-29 engines. 

Mr. Rogers received his B.S. degree 
in mechanical engineering at the Uni- 
versity of Delaware. Later he was an 
instructor at Yale University, special- 
izing in internal combustion engines. 
He has also a master’s degree from 
Stevens Institute of Technology, and 
did advanced study of thermodynamics 
and fluid mechanics at the University 
of California in Berkeley. 

He is a member of the Institute of 
Aeronautical Sciences, American Rock- 
et Society and the Society of Automo- 
tive Engineers. He is active on the 
Aviation Fuels Technical Committee of 
the ASTM and the Aviation Fuels Di- 
vision of the Coordinating Research 
Council. 











LITERATURE AVAILABLE 











Here is a partial listing of the many 
bulletins, reports, booklets, technical 
papers, and other aids available to you 
through any of the DuPont Petroleum 
Chemicals Division offices: 


DuPont FOA-2—A comprehensive 24- 
page book containing all the basic 
information you will need to have 
about Du Pont Fuel Oil Additive No. 
2 for its application in heating, diesel 
and residual fuels. Fully illustrated 
with photographs, charts and dia- 
grams ... .A-4966 

New Du Pont Dry-dye Eduction Probe 
and No-dust Drumhead—A folder 
describing and illustrating the revo- 
lutionary new dry-dye eduction de- 
vices, which make gasoline dyeing a 
cleaner, faster, and more efficient 
operation . A-2903 

DuPont Petroleum Dyes — Includes 
data on chemical composition and 
nhysical properties of the complete 
fine of DuPont Petroleum Dyes. Al- 
so spectrophotometer curves, rate of 
solution tables, military specifica- 
tions, addition methods and han- 
dling recommendations . . . .A-2723 

Sales Promotional Aids for Dealer 
Meetings—Describes the many 





DuPont aids available for dealer 
meetings. A handy check list for any- 
one planning dealer meeting pro- 
grams A-98 
You can order by number from 
the nearest office listed below. 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. RAndolph 6-8630 
Cleveland 15—25 Prospect Ave. SUperior 1-1363 


Denver 2—Petroleum C!ub Building, 
16th & Broadway... 


Houston 2— 
705 Bank of Commerce Bidg. CApitol 5-1151 


Los Angeles 17—612 So. Flower St. _MAdison 5-1691 


AComa 2-2347 


New York 20— 

1270 Ave. of the Americas COlumbus 5-2342 
Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center. ATlantic 1-2933 
San Francisco 4—111 Sutter St. ... .EXbrook 2-6230 
Seattle 3—4003 Aurora Ave. ... MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. ... .LUther 5-5578 

in Canada—DuPont Company of Canada (1956) Lim- 
ited, Petroleum — 85 Eglinton Ave. East, 
pay 12—Onta HUdson 1-6461 

in Other te np a Chemicals Department, 
Export —. 7447 Nemours Bidg., Wilmington 
98, , Olympia 4-5121, Ext. 2962. 
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Better Things for Better Living 
«+ through Chemistry 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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It's an A. O. Smith 


T-6 truck meter... 


Suits you to a “T” — that’s the good 

word for A.O.Smith’s Model T-6 truck 

meter shown here. Tailored for top per- 

formance on trucks engaged in rural 

and domestic fuel oil delivery, this meter operates 

consistently regardless of temperature extremes. 
Never misses — even in coldest weather. 

With unduplicated A. O. Smith rotary princi- 

ple, the Model T-6 stands as the best buy in its 

metering class. The pay-off is precision measur- 


ing of all kinds of liquid petroleum products... & 
year after year. Through research - .a better way 


Enjoy true measure with a “T.” For all the 
facts about this and other A. O. Smith C R. Foe ee 
oes eee tee METER PRODUCTS ane 
; factories: 5715 SMITHway St., Los Angeles 22, California 
P. 0. Box 500, Succasunna, N. J. 


Offices: New York ¢ Chicago * Houston « Abilene « Atlanta Cleveland 
Kansas City © Minneapolis * Seattle. Canada: Toronto, Vancouver, 


International Division: Milwaukee 1, Wisconsin 
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Bulk plant and warehouse—built with Phillips Petroleum’s help—are opening up a bigger business potential 


New Plant Brings New Profits 


Jobber Clem Dufau did all right without any storage, but he figures 
to do even better now that he’s got it. Here's how a two-party lease — 
arrangement helps both Dufau and his supplier: 


JOBBER-SUPPLIER TEAMWORK pays off two 
ways—and that’s exactly what’s happening in the 
case of Clem Dufau and Phillips Petroleum Co. 

Jobber Dufau operates out of Metairie, La., just 
west of New Orleans. Until last spring, Dufau 
Petroleum Co. had no bulk plant; it delivered direct 
to gasoline accounts and stored TBA in a large 
service station. 

Then Dufau and Phillips made a two-party lease 
arrangement to build a $175,000 bulk plant and 
warehouse. Now both are benefiting (see above), 
and Dufau has a new line: supplying TBA to 20 
Phillips jobbers in the Deep South. 

That’s almost two thirds of Dufau’s entire total 
for 1956, when his TBA sales to 11 retail outlets 
were $30,231 ($15,016, tires; $6,067, batteries; 
$9,148, accessories). 


New Opportunity: TBA Jobbing 


In his role of TBA wholesaler, Dufau will get a 
5% handling charge for every statement that goes 
to his jobber accounts. He expects this to add 
up to a nice piece of change as TBA sales to other 
jobbers increase. It’s a pretty good bet that they 
will, because Phillips plans to expand in Dufau’s 
TBA area. 


Dufau expects he’ll eventually serve about 30 
Phillips jobbers in parts of Florida, Alabama, Mis- 
sissippi and Louisiana by the end of 1957. He’s 
already operating over a 200-mile radius. He figures 
his volume will grow to at least $20,000 a month 
as Phillips adds new outlets. 

At $20,000 a month, Dufau thinks the TBA 
operation will be profitable. Anything lower would- 
n’t offset the extra manpower required. 

Dufau will get TBA supplies on consignment, 
so he won’t tie up any capital. The deal also lets 
him borrow from the consigned stock while he 
waits for his own orders to be filled. 

The setup helps Phillips and its other jobbers by 
speeding up supply—in some cases, by 24 hours. 
Orders formerly were shipped from the Houston 
office; now Houston relays orders to Dufau, who 
takes care of filling and billing. Most orders go out 
by motor freight, but small, urgent ones go by bus. 
Customers pay transportation costs. 


Why Bulk Storage Helps 


Dufau still bypasses his plant on gasoline drops 
to his 17 stations. He still picks up gasoline and 
other light oils direct from Philips’ supply source at 
a nearby Mississippi terminal. But he figures he'll 
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» for jobber Clem Dufau (right) and team* 


have plenty of use for his 77,500 gal. storage. 


He’s looking ahead. Present Dufau stations are 
on major highways, but he’s got his eye on less 
expensive neighborhood properties and small in- 
dependent accounts in his four-parish market. To 
supply these, as well as his 35,000-gal.-a-month 
commercial accounts, he needs storage. 

The plant lends flexibility in dispatching, too. 
The supply terminal closes at noon Saturday, but 
Dufau can load his one transport at his own plant 
late Sunday or early Monday, and make station 
drops before the terminal opens Monday. The plant 
also means better service for commercial accounts. 
One tank truck handles these. 


How the Two-Party Lease Works 


Dufau got his plant the same way he got most of 
his stations. He bought land and leased it to 
Phillips, then used the lease to borrow $175,000 for 
the plant and an adjoining station. 

Phillips has a 20-year lease on the property, with 
options to renew for five years or buy the property 
at the going market value. After five years, if 
Phillips picks up the option, it again has an option 
to renew or buy. The company also has the right to 
buy the property at specific times during the 20-year 
span of the lease. 

“I don’t mind this,” says Dufau. “They have to 
have something to guarantee the investment. I’m 
satisfied that as long as I operate for them like I 
should, the plant will be mine.” 


Here’s the Equipment Setup 


Dufau now stores product in five 15,500-gal. 
vertical tanks. He handles premium and regular 
gasoline, diesel fuel, kerosine and solvents. To 
handle deliveries of solvents and kerosine to his 
stations and to try to sell more of each product like 
solvents to cleaners), Dufau has put a dealer to 


work. 
Tanks are equipped with OPW’s No. 277 tank 





* Dock clerk Leo Montalbano (left), warehouseman 
Clarence Collier. 





Bulk Plants and Terminals 


gages (ground reading) to make inventory checking 
easier. Once a month, tanks are stick-gaged. Dufau 
also uses 6-in. OPW No. 95 tank vents that oper- 
ate at 8-oz. pressure and I-oz. vacuum. 

Input piping is 3-in. in diameter and output 
piping is 2-in. in diameter, all threaded. Phillips, 
Dufau says, wanted to go to larger output piping. 
But that would have cost more since it would have 
meant welding. 

Dufau installed Gorman-Rupp pumps (Model 
03CB) on each line, powering each with a 5-hp. 
General Electric explosion-proof motor. Pumps 
are manifolded so they can pump product into 
or out of storage. 

Dufau can unload his transport at 240 gpm. and 
can load up at 180 gpm. His two-truck dock has 
OPW spring-balanced overhead loading arms for 
each product. Automatic cutoff switches are located 
at the rack. Because only his own trucks use the 
rack, Dufau doesn’t use meters. He may install 
them later if he develops his reseller program fur- 
ther. 

All piping and pumps are color-coded: maroon 
for premium, orange for regular, green for diesel, 
tan for kerosine, white for solvents. 

Dufau’s combination office-warehouse does more 
than provide warehouse space for his TBA jobbing 
business. It gives him a 10 x 10 ft. storage room 
for service station equipment, a 50 x 60 ft. truck 
shed where rolling stock is serviced at least once a 
week, and three 10 x 17 ft. offices for his dispatcher, 
salesmen and bookkeeper. The building itself is an 
Armco rigid-frame steel structure. 

Dufau’s own office is big enough for the dealer 
meetings he holds monthly. 


Getting the Most From Floor Space 


Dufau allots about 6,200 sq. ft. of his 60 x 180 
ft. office-warehouse for TBA and motor oils. But 
by using pallets, he figures he’s getting 24,800 sq. 
ft. of storage area. 

Pallets for tires are 60 x 60 in., while pallets 
from drum and package goods are 48 x 48 in. 
“By stacking pallets four high, we can store goods 
17 ft. high,” Dufau says. He added 400 sq. ft. in 
storage space when he reinforced the ceiling over 
his 20 x 20 ft. office. “We use that space, too,” 
he says. 

To move motor oil and TBA goods in and out 
of the warehouse, Dufau uses a 2,000-Ib. Clark 
fork-lift truck (“It can lift a pallet 132 in. off the 
ground.”). 

Dufau’s warehouse has an  eaplosion-proof elec- 
trical system and “Fire-Snuff” plastic skylights that 
eliminate fire hazard from the sun’s rays. In place 
of water sprinkling system, Dufau relies on seven 
fire extinguishers in easy-to-get-at locations. Both 
foam (CO,) and chemical extinguishers are used. 


What makes Clem Dufau tick? To find out, er 
the profile on page 199. 




















These pumps gulp GULF gasolines 
... Safely at 200 gpm each! 


‘“‘Gulp”’ is the word, because it has the sound and feeling 
of intermittent pumping. Like when the line runs dry, 
then refills. 

It happens here at the Cleveland Terminal of the Gulf 
Oil Corporation— and at other petroleum handling points 
—when a carrier is emptied, or a transfer is completed. 

These Gorman-Rupp “O” Series Pumps go right on 
pumping, intermittently or continuously, because they are 
Centrifugal Pumps That Prime. 

Operation is safer because there are no check valves. 
Straight-in suction delivers liquids directly to the eye of 
the impeller with least possible entrance loss. Fewer 
parts! Greater efficiency! 

Write today for information on Gorman-Rupp horizon- 
tal and vertical ‘“‘O”’ Series Centrifugal Pumps That Prime! 


° THE GORMAN-RUPP 
Gorman-Rupp “O” Series Pump at loading COMPANY 


dock pumps off trucks with an overload, 
or empties them when desired. 305 BOWMAN STREET ¢ MANSFIELD. OHIO 
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Merchandising 


How Can Your Dealers Draw 


More Repeat Lube Customers? 


Some companies rely 
on dealers to run 
their own lube 
follow-up systems 


Others are turning 

, to direct-mail ex- 
at ielmel iilulelits 
mailing of reminders 





Follow-up experts say they can raise lube sales 20% 


HERE'S HOW THEY DO IT: 


e Automatic mailing of thank-you 
and reminder cards 


e Direct mail material for regular 
station promotions 


@ Special mailings for grand 
openings and one-time sales 
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DIRECT MAIL EXPERTS are trying to reverse 
the do-it-yourself trend. They're running lubrica- 
tion follow-up systems for busy dealers. Their pitch: 
“We can do it more effectively and easier than you 
can.” 

Some marketers think the direct mail experts 
are right. In a check of Westchester County (N.Y.) 
dealers, Socony Mobil Oil Co. found that stations 
using an outside follow-up system averaged 56.4 
repeat lube customers per month against 46.6 for 
stations not using the system. 

Lube sales for stations under the system were 
20.1% higher than for those not under it. The 
lube oil ratio was 10.2% higher in system stations. 


(Continued on page 134) 
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“Customers like to be remembered. All follow-up systems 
are based on this idea”’ 


(Story begins on page 133) 
(Lube oil ratio is the number of gallons of oil sold 
per 100 gal. of gasoline.) 

Socony and Shell Oil Co. are enthusiastic 
backers of independently run follow-up systems. 
Socony recommends Acme Follow-Up System of 
Hartford, Conn., to its dealers. Shell dealers do 
a $500,000-a-year business with Controlomat Corp. 
of Boston. Some individual dealers in various 
parts of the country contract with local firms for 
similar services. 

But many marketers are sticking with dealer-run 
systems. They’re introducing gimmicks—‘“1-to-31” 
calendar boards, for instance—to make the job 
easy as possible. 


A dealer-run system, carried out properly, will 
pay off handsomely, they say. And in the end, 
the dealer will have more in-the-pocket profit. 

Follow-up specialists reply that dealers can’t 
possibly run a system as economically as they can, 
and still do it right. And even if they could, the 
specialists add, only about 20% of dealers start and 
maintain a comprehensive system. — 

“Dealers are bound to get a little behind now and 
then,” says one expert, “and most of them just 
throw up their hands and say the hell with it. Doing 
it our way, the dealer starts the ball rolling and 
then it’s out of his hands. He has to keep going.” 


How Follow-Up Systems Work 


Customers like to be remembered. All follow- 
up systems, whether run by dealers or outside ex- 
perts, are based on this idea. 

Simplicity is the key to outside systems like 
Controlomat and Acme. They make it easy for 
the dealer to keep in constant contact with his 
lube customers. 


To start the follow-up rolling, the dealer no- 
tifies the system of the name, address and date of 
lubrication of a customer. That’s all there is to do. 


A new customer gets a thank-you card im- 
mediately after his first lube job. Thirty days later 
he gets a card reminding him that his car is due 
for lubrication again. If he doesn’t respond, he 
gets another reminder at a 45-day interval and a 
third after 60 days. 

After 60 days, the customer’s name is auto- 
matically dropped from the active file. The dealer 
is notified; he doesn’t keep “dead” account. 

Both systems charge a basic fee of $11 per 
month. For that, the dealer gets mailing service 
on 100 to 200 names, depending on which system 
he uses. The cost of postcards and mailing ma- 
terials is underwritten by the major company 
sponsoring the program. 

One-Company Man — Acme Follow-Up Sys- 


tem was first in the field. It’s about ten years old. 

Its founder and owner is Harold Stead, a former 
Alemite salesman. From his Hartford office, Stead 
runs lube follow-up for about 2,000 Socony dealers. 
He’s not interested in taking on other companies. 

Stead gets two mailings a week from his dealer 
customers, with lists of lube jobs done by them. He 
transfers the information to punch cards to be 
processed by seven electronic machines rented from 
IBM. Stead says his customers average about 200 
names per month in the active file. From these, the 
dealer gets about 100 lube jobs. 

Fast-Rising Newcomer—Controlomat is a later 
entry into the field. It’s three years old. 

Head man at Controlomat is Joseph A. O’Con- 
nor, a former auto dealer. He eased into the service 
station field by first taking on car dealers’ follow- 
up business. 

O’Connor still has auto accounts, but $500,000 
of his $700,000 annual business is done with Shell 
dealers. With offices in Boston and Chicago, he 
operates in all Shell districts east of the Rockies in 
the U.S. and Canada. He’s planning to open a West 
Coast office in the San Francisco Bay area this fall. 

But he doesn’t plan to handle only Shell ac- 
counts. He’s currently negotiating with two other 
majors. O’Connor spends $2,100 a month on his 
IBM machine rental and wants to keep his machines 
running at capacity. 

Other Systems—Reuben H. Donnelly is the third 
big company with a follow-up system. 

Donnelly’s system is used mainly by garages and 
larger dealers. It’s more expensive (25¢ per name) 
and more comprehensive. It includes repair, service 
and check-up reminders for all automotive work. 

Donnelly bought the system from Quaker State 
Refining Co. a few years ago. It works on a 120- 
day cycle instead of a 60-day cycle. The system 
is sold through two oil companies—Quaker State 
and American Oil Co. 

Around the country, small businessmen run 
limited lube follow-up systems. None have yet 
reached the proportions of Acme or Controlomat. 


What Follow Up Can Do for You 


The advantage of outside systems is that they 
get your dealer out from under paper work—and 
they make sure the paper work gets done. They’re 
reliable, and they can supplement other sales 
efforts. 

Constant Contact—Dealers have to do their part. 
“The system will work well only if the dealer keeps 
accurate records on his customers,” says Acme’s 
Stead. “He has to know what the customer needs 
when our cards bring him into the station.” 


(Continued on page 136) 
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AVAILABLE IMMEDIATELY FROM STOCK in Chicago, St. Louis 
and Kansas City 


FUELOADER 


FUEL OIL TRUCK TANK 
MASTER-CRAFTED BY 









oor COAL: FUEL OIL 
oa OLUMBIAN 
y ae MORE PROFIT ON YOUR INVESTMENT 
af ; oo Through volume production and tank-making know-how, 


Columbian gives you finer equipment on low investment. 
ee Master-Crafted Fueloaders are designed and tested to 
- ihe give you a higher return on your dollar through bigger 
, z payload, longer life and lower operating costs. Here 
% is fuel oil delivery equipment so sturdy and efficient, it 
" will outlast several trucks. Two sizes: 1,800-gal., 
3 compartments — 800-600-400; 2,000-gal., 3 compartments 
— 800-600-600. 


in oF MORE MODERN FEATURES PER DOLLAR 
i Because stock model Fueloaders are mass-produced, 
memos ms stop. pia you get more modern features for your money... like 
3 precision engineered full-length steel sills and front- 
drained flashing, deep-dished front and rear heads, smooth 
skin shell for unbroken lettering, and many others. 


ae = meee ee MORE EFFICIENT IN SERVICE 

’ lite Fueloader’s modern design is performance proved to 
give you greater profits through increased efficiency, 
more stops per day — minutes saved at every stop. Rear 
platform mounting gives immediate and unobstructed 
access — from either side —to all servicing equipment, 
including electric drive hose reel and single-door meter 
cabinet with hose rollers on top. 


“First Come, First Served” —PHONE OR WIRE 

$T. LOUIS: Neumayer Equipment Co., 5130 Berthold Ave. 

CHICAGO: R. G. Smith Equipment Co., 1874 Busse Highway, 
ar a oe, = Be oes See Des Plaines, Ill. 

Beats = ¥ oe lage os 8 ee KANSAS CITY: Columbian Steel Tank Co. 

see a mate Columbian is also designing and delivering Master-Crafted 

custom-built units in 2,500 to 4,000-gallon capacities. 

For any Tank-Type equipment, call Columbian, your best 

source for tops in tanks. 


COLUMBIAN STEEL TANK CO. 
P.O. Box 4048-1 Kansas City 1, Mo. 


Saree Yoonse 











STEEL, Master-crafted by Columbian... 


First for Lasting Strength 


Merchandising 





(Story begins on page 133) 

What does the dealer get out of using an out- 
side follow-up system? “Once or twice a month 
he has his name going into customers’ homes,” says 
Stead. “He has a continuing contact. The customer 
knows the dealer is taking an interest in him. 

The continuing contact pays off in more lube 
customers. Stead says his average dealer does 100 
lube jobs a month; if he does less than 50, Stead 
reduces his fee. 

O’Connor emphasizes the element of “customer 
control.” The dealer can see from his records who 
are his steady customers. “The system gives the 
dealer a chance to build a more regular clientele.” 

For That Special Sale—Using a lube follow-up 
firm also puts the dealer in touch with direct mail 
specialists who can help him with any special pro- 
motion he has in mind. 

Acme and Controlomat offer direct mail pieces 
for holiday and seasonal promotions and grand 
openings. Material is sent to the dealer on approval. 
If the dealer likes it, it goes out to his mailing list. 

Controlomat will tailor pieces to the dealers 
taste. It will even offer him a mailing list to sup 
plement the active file of lube customers. O’Connor 
charges $10 per 100 names for this kind of direct 
mail promotion. 

For the past two years, Acme has offered to send 
Christmas cards for dealers. Acme makes the card 
selection—buying a quality card in high volume. 
The dealer pays only slightly more than he might 
if he had bought and mailed the cards himself. 

Now Controlomat is expanding into still an- 
other service field—billing and accounting. O’Con- 
nor is ready to announce a complete accounting 
system for auto dealers. The cost will be from $22 
to $30 per month. 

He thinks it’s “highly possible” that some 
gasoline dealers will want the service. He expects 
to run into some opposition from majors who are 
actively promoting use of credit cards and setting 
up dealer management schools. But, he says, re- 
gardless of what dealers ought to do, the fact is 
many carry some credit customers on their own and 
still more need help in accounting and inventory. 


What Marketers Think of Follow-Up 

Getting bounce in lube follow-up systems has 
been a tough problem for marketers for some time. 
The recent sag in lube oil ratios underlines the 
importance of getting and keeping lots of repeat 
lube customers in service stations. 

Do-It-Yourself Still Strong—Many marketers 
think the best way to handle follow-up is right at 
the service station. 

“A dealer can’t keep passing off his chores to 
other people and still make money,” says one. 

The key element in many dealer-run lube follow- 
up systems is a calendar board. Companies that 
use this system attach a postcard to the lube work 
sheet. To run his own follow-up system, the dealer 
tears off the postcard when lube work is done and 


puts it in a slot on the calendar board, for mailing 
30 days later. 

Shell has used a variation of the board called a 
1-to-31 file. The postcard is slipped into a card 
file marked for mailing one month later. But, as 
Shell officials point out, this usually limits follow- 
up mailings to one card, while Acme and Con- 
trolomat send four. 

Esso dealers have used a calendar board for 
five years. T. W. Wilson, merchandising manager, 
says, “The system is almost ridiculously simple.” 

Esso once tried a lube follow-up system run 
from district offices. Dealers sent in lube ticket 
stubs; district personnel mailed the reminders. 
“Eventually,” Wilson says, “dealers didn’t even 
bother to send in the stubs.” 

The Esso calendar board costs $17.80, includ- 
ing a package of mailing pieces and work sheets. 
“More dealers use this system than any other we’ve 
tried,” Wilson says. 

Cities Service also thinks calendar boards are 
a good approach. The company furnishes free 
postcards and work sheets. 

“Each dealer works out the details of his own 
system,” says merchandising manager Allen Gris- 
wold. “That makes it highly personalized.” 

New Boards Coming—Modern Metal Products 
is introducing a 30-slot steel calendar board, with 
a stainless desk and clipboard for lube work tickets. 

Amoco, Sun Oil Co. and Gulf Oil Co. will be 
among the first to use it. “We think follow-up is 
important,” says Amoco’s assistant merchandising 
manager, A. J. Trombetta. “Other systems we've 
tried have been cumbersome, but this looks good.” 

The board, desk and clipboard will cost dealers 
$27.80. Work tickets will be 0.5¢ apiece, Trom- 
betta says. Amoco is helping underwrite the cost 
of tickets. 

Sinclair will soon introduce its own calendar 
board, developed at the request of dealer councils. 

“Even the dealers admit they haven't been fol- 
lowing up on lube jobs the way they should,” says 
a retail representative. 

Sinclair’s board will cost about $5.25, according 
to Hooper. The company is also making available 
new work tickets with post cards attached for 
slightly less than 0.5¢ apiece. 

“We're all for the dealer doing this himself,” 
Hooper says. “It gives him a bigger part in his 
own business, and besides, no one knows his cus- 
tomers as well as the dealer himself.” 

Some marketers don’t like outside lube follow- 
up systems because “they’re too expensive for the 
dealer.” But most agree with Cities Service’ Gris- 
wold. “Successful dealers will take advantage of 
a system that looks like it might work,” he says. 
“The problem is getting lukewarm dealers to do 
any follow-up at all.” 

And that, Shell and Socony insist, is precisely 
why they are enthusiastic about results paar 
by outside specialists. 
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Gulf Oil's Transport Fleet Gets a New Look 


A NEW CHANGEOVER program will deck out 
Gulf Oil Corp. transports in the design pattern 
shown above, and may herald wider face-liftings. 

The tank side is blue. The rest—except for a 
new elongated blue oval at the rear—is in tradi- 
tional orange. The letters are white and are cut to 
a new shape already appearing on station pump 
plaques. The designer is George Hunt, recently ap- 
pointed a Gulf consultant. 


Personal Contact Pays Off 


THAT’S WHAT Continental Oil Co. salesmen in 
St. Louis will tell you. They recently rang 9,000 
doorbells, inviting people to a station opening. 

The hustling crew mailed 12,500 written invita- 
tions, distributed 65,000 handbills. 

Results jolted Conoco—pleasantly. In three days, 
51,000 people flooded the station. Salesmen ser- 
viced 9,200 cars, sold 90,644 gal. of gasoline. 

Ten briefly clad models view with clowns, hand- 
ing out beach balls, soda, candy and calendars. 
Free lube jobs were given with oil changes. 

The station is a new design, made of bright, 
multicolored porcelainized aluminum. It cost $77,- 
000, over twice as much as an average Conoco 
station. But Conoco, with a new all-time record 
for its openings, says it’s worth every penny. & 


Give Credit Where It's Due 


IN THIS CASE, it’s the summer tourist from the 
US., says Canadian Petrofina. 


Fina says its summer program to honor all U.S. 
oil company credit cards has paid off. June sales 


October, 1957 + NATIONAL PETROLEUM NEWS 


Gulf will redecorate trucks as they come in for 
overhaul, so the changeover will take many months. 

This is Gulf’s first radical new design change. 
But Hunt's appointment was a step aimed at giving 
Gulf “uniform and stronger identification.” Insiders 
bet that Hunt will soon get the green light to go to 
work on stations, banjo signs, product packages— 
and wherever else the name Gulf is in the public 
eye. * 


started slowly. Business picked up in July and 
August really boomed. 

From early indications, credit losses will be low. 
The company is billing U.S. customers directly. 
First returns show about 0.5% loss. That’s as good 
as—or better than—Fina’s experience with it’s reg- 
ular Canadian customers. 

The plan reminded some marketers of the hectic 
days when Fina was scrambling for a place in the 
Canadian sun. Fina then honored all Canadian oil 
credit cards. Recently, the company discontinued 
the practice, but decided to apply the idea to its 
drive for a share of the summer tourist dollar. 

Fina dealers enter the plan voluntarily. They 
display a bold blue-and-white sign reading “All 
U.S. Credit Cards Honored Here” (see page 15). 
Fina collects a fee of 5% on U.S. credit sales from 
retailers to cover the cost accounting and handling. 
But dealers were reported happy with the sales gains 
they racked up. 

Four big billboards announce the plan to incom- 
ing tourists at strategic entry points along the 
Canadian-U.S. border. 

Fina now has reciprocal credit agreements with 
two U.S. companies—the California Oil Co. 
(Calso) and Signal Oil Co. But some marketers 
think the company may use the long Canadian 
winter to build more such agreements with other 
U.S. oil companies. a 
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This Volkswagen van is making good with Maine’s Ballard Oil Co. It’s not only attractive, says Ballard 


Will Foreign Trucks Pay Off for 


YES, says one fuel oil jobber, because: 


@ They look good 
®@ Cost less 


AND THERE’S A LOT MORE to say about 
sturdy little imports like the Volkswagen delivery 
van shown above. 

One oil man who’s sold on small trucks—and 
has a lot to say about them—is Thomas Hacker, 
vice president and purchasing agent for Ballard Oil 
& Equipment Co., Portland, Me. He’s been testing 
a Volkswagen van since April. 

Hacker believes a VW can put a healthy glow 
on a service department P&L sheet, because: 

@ First cost is less than for U.S.-made trucks— 
between $300-$700 less, depending on size. 

@ They cost less to run—$135-$192 a year, 
figuring 10,000 miles a year per truck. 

@ They can save up to $1,000 a year on main- 
tenance equipment. 


How They Work Out in Operation 


The van has worked out so well in air condition- 
ing and commercial refrigeration service that Hack- 
er thinks he’ll go VW all the way when it comes 
time to replace the 14 half-ton domestic trucks he 


@ Carry plenty 
@ Park easily 


now has in his burner-air-conditioning-refrigeration 
service fleet. 
Hacker sees many reasons for swinging to VW: 


@ First cost is lower. Hacker figures he saved 
about $300 on the purchase price of his VW, com- 
pared with his other trucks. Volkswagen gives the 
Boston delivered price of its van as $1,845, with 
delivery to Portland another $40. This includes 
directional signals and defroster-heater, usually 
extra-cost items on U.S. vehicles. 


How does that stack up with a U.S. truck? A 
1957 6-cylinder sedan delivery wagon has a base 
cost of $1,825, FOB Detroit, says a dealer; a one- 
half-ton panel truck of the type in Ballard Oil's 
fleet costs $100 more. Transportation and dealer- 
handling charges add about $200 (to New York 
City, less if it’s closer to Detroit); plus $48 or $75 
for the type of heater-defroster you want. Some 
directional signals are extra, Total delivered price 
in New York City would be about $2,100 for the 
sedan delivery wagon or $2,000 for the half-ton 
truck, 

Using Hacker’s $300 saving per truck, Ballard 
Oil could save as much as $4,200 if it went all-VW: 
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. . . It carries a lot, within easy reach of burner service men. Van has both side and rear doors 


Burner Work? 


14 VW’s could be bought for what he paid for 12 
U.S. trucks. 


@ VW’s tote more. Hacker hasn’t tapemeasured 
his trucks to see how they stack up against his VW. 
But looking at them side-by-side he says, “It looks 
as if the VW is bigger inside.” 

Comparison Shows VW has a loading capacity 
of 170 cu. ft. One 1957 U.S. sedan delivery has 91 
cu. ft. loading capacity and the half-ton panel truck 
has about 196 cu. ft. But the VW’s payload is 
1,830 Ibs. against the sedan delivery’s 875 Ibs. and 
the half-ton’s 1,400 Ibs. 

VW’s space and payload allow it to carry a 
greater inventory of parts and accessories, so 
mechanics can stay on the’ route longer before 
taking time out to restock the truck. 

A few oil men already have switched to bigger 
payloads for service trucks—going from half-ton 
jobs to three-quarter ton trucks—because their ac- 
countants have shown them that the payload of the 
half-ton job means too much non-productive driver- 
truck time in coming off routes to pick up more 
parts. (The three-quarter-ton truck on one U.S. 
line has given way to a one-ton panel truck (252 
cu.ft. loading capacity and 2,700 payload) costing 
about $350 more than the one-half ton panel, about 
$665 more than the VW, delivered.) 


“And what you carry in a VW seems easier to 
get at,” Hacker points out. On the VW, double 
doors on the side (46.1 in. wide x 47.2 in. high) 
offer a 15.11 sq. ft. opening as against a 8.7 sq. ft. 
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opening (43.3 in. wide x 27.25 in. high) for the 
1957 sedan delivery and about 15 sq. ft. (51.25 in. 
wide x 42.25 in. high) for the 1957 half-ton and 
one-ton panel jobs. Also, door measurements on 
U.S. trucks tend to narrow toward the top of the 
door by as much as 2-5 in. 

The VW has an additional rear door (35.4 in. 
wide x 28.7 high) opening of 7.7 sq. ft. And the 
VW floor level is closer to the ground (about 12 
in.) compared with a 22-in. step up for the do- 
mestic sedan delivery and 25-in. for the small panel 
job—making it easier for a mechanic to get in and 
out of the truck body or to lift heavy parts in or out. 

@ VW’s use less gasoline. “We get about 25 
mpg on the VW,” Hacker says, “compared to 12-14 
mpg on the half-ton panels.” 

Ballard Oil’s service trucks pile up 10,000 miles 
each during a year. On this basis, the VW 
would use 400 gal. of gasoline, while the other 
trucks would use between 715 gal. (at 14 mpg) and 
833 gal. (at 12 mpg). 

With consumer tank wagon at, say, 24.9¢ (in- 
cluding taxes) in Portland, the VW fuel saving over 
the other trucks ranges between $78-$107 a year. 
And if all were VW’s, the savings would be $1,092- 
$1,498 a year. 


@ Other operating costs — for motor oil and 
tires—are less. And the VW needs no antifreeze, 
transmission or differential lubes. 

Refill capacity of the VW crankcase is 2.1 qts. as 
against 5 qts. for Ballard Oil’s other trucks. Assum- 
ing a crankcase change every 1,000 miles, Ballard 
Oil’s motor oil bill for a year wouid be over $7 for 
the VW and over $17 for each of the other trucks 
(at 35¢ qt.) This $10 saving may not appear too 
impressive when there’s only one truck, but it could 















Fuel Oil 


(Begins on page 138) 


amount to $140 if Hacker goes all out on VW’s. 
And with VW’s rear-mounted motor, there’s no 
separate transmission or differential to fill, adding 
a bit more to the savings. 


Replacement tires cost less, too. The list price 
picture for a 100-level tubeless rayon tire shapes up 
this way, according to one tire maker: 

$29.25 for a 6.40 x 15 (4-ply) for the VW. 

$31 for a 6.70 x 15 (4-ply) this is standard equip- 
ment for a half-ton panel job. 

$34.10 for a 7.50 x 14 (4-ply) that comes as standard 
equipment on the sedan delivery. 

$44.35 for a 7.50 x 14 (6-ply) that is the maximum 
size for the sedan delivery. 

$67.35 for a 8.00 x 17.5 (6-ply) that is standard 
on the one-ton panel truck. 

$88.55 for a 8.00 x 19.5 (6-ply) that is the max- 
imum size for the one-ton panel truck. Dual tires are 
used in the rear. 


Recapping is also cheaper. Here are some cur- 
rent prices for full and top caps: 


6.40 x 15 (VW) $11.06 $10.80 
7.50 x 14 14.85 i293 
6.70 x 15 12.70 11.45 
7.00 x 17.5 os 18.90 
8.00 x 17.5 —_ 20.50 
8.00 x 19.5 — 22.05 


With the air-cooled motor, you don’t use any 
antifreeze. Hacker says his antifreeze costs per truck 
come to $4-$4.50. In milder climates it would be 
less. 

Maintenance is also easier. There’s only the bat- 
tery, crankcase oil level, fan belt tension—all in the 
rear—and tire pressure to check. Truck supervisors 
or garagemen don’t have to spend time checking 
radiator water level, antifreeze protection, hose and 






CAR DEALERS generally won't knock another 
auto line. But if you insist, they'll tell you this 
about foreign makes like Volkswagen: 

Service—Foreign car dealers are too scattered; 
you can spend a lot of time and money just getting 
simple repairs done. Nearly every town, on the 
other hand, has an agency or garage that services 
U.S. trucks. 

Parts—Except for VW, the parts supply picture 
isn’t good for foreign makes. Parts for U.S. makes 
are widely available, can even be interchanged in 
some cases. 

Safety—U.S. trucks have heavy chassis and 
bodies, using either box girder construction or 
channel frames and cross-members. Some have 
double-walled bodies. Foreign makes usually have 
unit bodies and chassis with single-wall bodies. 

Dealers also suggest these U.S. Safety advantages 
over trucks like VW: the driver’s behind the 
motor and firewall, not in an exposed place up 
front; there’s more horsepower for faster pickup, 
so drivers get out of tight spots easier; heavier 


What are Volkswagen's drawbacks? Here's what competitors say 





hose clamps or oil level in transmission or dif- 
ferential. You don’t have to set up storage space 
for any of these items or put money into inventory, 
nor do you have to put money into lube dispensers, 
greasing equipment or even a lift. Multilubers are 
available for VW’s. 

So far the VW hasn’t given any trouble, says 
Hacker. And he doesn’t expect any: one reason for 
the VW’s popularity is its motor, a low-horsepower, 
low-rpm power plant designed for trouble-free 
operation and long life. 

Hacker also likes the VW’s extra dividends. 
There’s its unusual appearance, for instance; in 
Hacker’s book, that’s built-in advertising for Bal- 
lard Oil. And there’s its maneuverability. Because 
it’s a good three feet shorter than other Ballard Oil 
trucks, the VW sneaks into parking spaces that 
mechanics otherwise would pass up. Turning circle 
is 39 ft., against 44.5 ft. for a sedan delivery. 


Who Else Sells Foreign Trucks? 


Among foreign car makers, VW has had the U.S. 
truck market almost to itself. But its position is be- 
ing challenged. 

Tempo Works of Hamburg, Germany, has dis- 
tributors on both coasts selling an almost exclusive 
multi-model, truck-only line (there’s one passenger 
model, a 12-seater station wagon). Tempo’s van- 
type truck offers 262 ft. of cargo space, a side door, 
a full rear door, and a 4-cylinder, 52-hp (Austin 
A-50) motor and front-wheel drive. 

Other entries in the foreign truck sales race are 
the 2-cylinder Goliath and the 3-cylinder DKW. 
Both offer van-type service trucks. Ld 


bumpers and bumper supports can absorb more 
impact whithout damaging body or frame. 


tools. 


has its safety fea- 
tures: good legroom, high road visibility, curbside 
access to the inside of the truck. 
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Tires, Batteries, Accessories 


Salesman Wendel at work: He hits $100,000 volumes . - » because he does a lot for his dealers 


Want Your Salesmen to Sell 


More TBA for You? 


Here's a four-step program for them: 


| Watch tire advertising — show dealers 
how to meet low prices profitably 


2 Spend plenty of time figuring tire costs 
and discounts for dealers 


3 Work out incentive plans in detail, and 
persuade dealers to use them 


4 Give dealers generous service, and be 
ready to do them small favors 


For details of the program, please turn the page ———> 
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Four Steps That Will Help Your 





(Begins on page 141) 


THESE FOUR STEPS are highlights of the TBA 
program used by Moss Oil Co.—a program that 
keeps TBA volumes up at the $100,000 level for 


this Phillips Petroleum Co. jobber in Bowling 
Green, Mo. Here are the steps and the way Moss 
Oil follows them: 


| Show dealers how to meet low prices — profitably 


“Cut-price tire adveitising gives my dealers the 
shakes,” says Victor Wendel (see pictures, page 
141), who’s in charge of TBA sales for Moss Oil. 
Wendel watches the chain stores and other tire 
competitors in the Bowling Green area. Whenever 
they break out with low-price tire offers, he’s right 
there with a counter-move. 

He does some figuring and comes up with a 
special low-price—always on a single popular size 
second-line tire. He urges each dealer to advertise 
his low price at once, even if it’s no more than a 
homemade sign on the station window. 


Then the dealer is all set if a customer comes in 
asking about tires. If the customer brings up com- 
petitive bargain prices the dealer can point to his 
own low price. But Wendel coaches him to wade 
right in with a pitch on a better tire. 

Never sell the bargain tire if you can help it, 
Wendel advises. He knows that’s the easy way, so 
he hammers at the importance of “selling up.” 
Often he’ll sell the dealer only one tire in the 
second-line popular size that’s picked for the special 
price offer. That gives the dealer one tire to show to 
customers, but none in stock to sell. 


2 Spend time figuring costs and discounts for them 


Dealers have endless trouble with tire prices, 
Wendel finds. Most of the other products they 
sell have simple, uniform prices. Besides, they’re 
seldom asked to quote on them. 

With tires, (and batteries, too) it’s a different 
story. Tires, especially, are rarely sold without a 
preliminary discussion of price, and almost never 
at list price. But dealers buy their tires under a 
discount system that’s far more complicated than 
anything used for other products. They’re never 
quite sure they’ve figured their cost just right. 

And yet if his dealers are going to sell a decent 
volume of tires, Wendel realizes, they've got to 
live with tire prices. So does R. S. Moss, who heads 
the business, and Claude Buis, who keeps the books. 


They’re all ready to help a dealer figure. 

Wendel goes a step further. On his weekly round 
of visits he takes the time to figure tire costs for 
each dealer. He explains how it’s done, and con- 
tinually refigures the costs. Best practice, he finds, 
is to take a popular size in some specific type of 
tire, calculate all the applicable discounts, and 
write the dealer’s net cost in the margin of his 
price book. 

Out of about 100 outlets that buy tires from 
Moss Oil—including car dealers and garages, as 
well as service stations—Wendel recalls only one 
dealer who is not continually confused by tire 
prices. He estimates the time spent figuring tire 
prices is never less than one hour a day. 


3 Devise incentive plans and get dealers to use them 


New with Moss Oil Co. is the Phillips program 
of educating dealers on incentive plans. Until 
this year none of the Moss dealers had ever used an 
incentive plan, and in fact didn’t know the 
mechanics of operating one. 

Now two of the dealers have started with a plan 
worked out by the Phillips representative. Under 
this plan dealer employes earn $1 on each tire or 
battery plus a flat 10% on the principal accessories. 


However, before he gets $1 per tire commission 
the man must also sell the trade-in, if there is one. 

They use a rule-of-thumb method for figuring 
trade-in allowances. For whatever tread remains on 
the old tire, as measured by a tread gage, a pro- 
portionate allowance is made. If 20% of the 
tread is left on a tire that would sell new for $20, 
you give the customer $4 for the old tire. If there 
is no tread left, but the carcass is sound, the tire 
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Salesmen Sell More TBA 


is still worth $2 for retreading purposes. If there 
are breaks in it, the most you can allow is $1. 

That’s a lot to be learned, on top of prices and 
the art of selling. So the Moss people agree with 


Helping the dealer move the goods you've 
sold him is only one side of the job, Wendel 
points out. The other side is to keep him buying 
your TBA line. Unlike your gasoline line, your 
dealers are tempted every day to buy TBA items 
from some competitor. 

Figuring tire prices is one way to win dealer 
loyalty. That serves the double purpose of giving 
the dealer help where he needs and appreciates 
it, and also helps move the goods. In addition 
to such direct TBA aid, Wendel is always ready 
to do small favors for his dealers. 

If he arrives at a station during a rush period, 


“Best way I know to encourage any dealer to 
go after more TBA business,” says Wendel, “is 
to sit down with him and figure out how he can 
make more money. I take one item at a time, and I 
prefer to push the large-volume sellers in the 
line like tires, batteries, spark plugs, filters, and 
so on. ge 

“I remind him there is a good margin in spark 
plugs, for instance. He’ll always have some ob- 
jection when I tell him all he needs to do is offer 
free spark plug inspection. He’ll say it’s too much 
free service.” ; 

Fast Figuring—‘“Then I get out my pencil and 
do a little figuring. I show him how much he 
can make if 70% of the plugs he takes out need 
replacement. I know from past experience that’s 
how many will be bad. You can depend on it, if 
the car owner himself feels his plugs can stand an 
inspection, 7 times out of 10 they'll need replace- 

t. 
el don’t know of any sure-fire strategy to stir a 
dealer into action. Sometimes I start out with one 
idea, and in talking to several dealers I learn that 
something else might click better at that particular 
ime. So I switch. 
ae And most dealers will push one thing hard for 
a while, but inevitably they taper off.” That hap- 





Phillips that an extra incentive has to be there, 
or few men will make the effort to sell tires. Wen- 
del has great hopes for the incentive plans. He 
thinks they will bring in new TBA business. 





4 Give dealers plenty of service — be ready to help 


Here's how Moss Oil encourages its dealers 
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he lends a hand at the pump island. He'll watch 
the station for a dealer who wants to pick up a 
customer’s car. If there’s any equipment out of 
order he’ll fix it if it isn’t a long job. 

He’s a pretty good hand with an automobile, so 
he was able to show one dealer how to get a 
distributor back in place on a car in for a tune- 
up job. He’s even been known to help a dealer 
figure his income tax. None of these things have 
any direct connection with TBA, and Wendel’s 
earnings come from his TBA sales. But he thinks 
any aid he can extend to his dealers helps to 
hold their TBA business. 






pens, Wendel explains, when they get a few turn- 
downs by customers. That makes a dealer feel he 
is on the wrong track. Wendel doesn’t believe in 
arguing the point. “I just try something else,” he 
says. 

That’s the key to Wendel’s philosophy of selling 
the dealer. For another example, he says you don’t 
get very far telling a dealer his station needs to be 
cleaned up. He resents the slur on his housekeep- 
ing. So if a dealer’s place is getting pretty dirty 
Wendel suggests some better merchandise displays 
might help business. He’s a strong believer in get- 
ting the merchandise out where the customer can 
see it. If he can persuade the dealer that some 
rearrangement plan is a good idea, in the process 
the dealer will invariably clean up the station. 

Delivery Holds Sales—Like other phases of the 
Moss policy, the delivery system is aimed at hold- 
ing the dealer’s TBA business. Wendel travels his 
rounds in a one-ton Ford cargo van, and carries 
along as much of a stock of fast-moving items as 
the truck will hold. 

He concentrates on the biggest dealers the first 
four days of each week, covering the most impor- 
tant outlets twice. Where possible, routes are laid 
out so that return legs swing within reach of deal- 
(Continued on page 144) 
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“You can’t do too much for dealers today... Even with your 


best efforts, competitors slip in on you” 


(Begins on page 141) 

ers visited the previous day. That gives him a 
chance to make a second call to deliver anything 
he couldn’t take care of on the first visit. 


What Wendel can’t handle with his truck, the 
plant will send out by tank truck, by salesman’s 
car, or by one of the pick-up trucks. 

Wendel suggests that dealers located in the same 
town—that’s usually no more than two or three— 
borrow from each other in case of need. He also 
accommodates them by going down to the ware- 
house at night if a dealer phones in and wants to 
make a pickup. That happens on an average of 
three times a week. Whenever he goes out for an 
evening he makes it a point to leave a phone num- 
ber with the baby sitter, in case a dealer wants to 
reach him. 

Pour It On—You can’t do too much for dealers 
today, Wendel believes. Even with your best efforts, 
competitors slip in on you. He cites the case of one 


of his dealers who listened to a Montgomery-Ward 
sales pitch and decided to try out their Riverside 
tire line. Wendel says he’ll just keep right on being 
as helpful as he can. 

There’s more sales resistance from dealers today 
than when he started, Wendel observes. He thinks 
it’s a natural result of sharper competition. Some 
dealers have made opposition almost an automatic 
habit and have to be resold on each visit. But 
Wendel says you can sell them if you go into 
their stations with a strong sales pitch ready. “All 
you have to give them is a good reason,” he says. 
“They'll buy from you.” a 


How Are Your TBA Sales? 


Think this article could help your salesmen? Re- 
prints are available—25¢ each up to 100. For larger 
quantity rates and information, write Reader Service 
Dept., National Petroleum News, 330 West 42nd St., 
New York 36, N. Y. 





Mobil Batteries: 


100% Wet Now 


@ New features permit stocking for longer periods, says company 
@ Single price line makes it easier to stock all sizes 


A SHELF LIFE of one year is 
claimed for the new line of Mobil 
batteries when charge is maintained 
with a new pulse charging unit. 

The line has also been simplified 
by cutting out all premium-priced 
batteries and all, but two of the 
second line batteries. The 12-volt 
dry-charged batteries introduced 
two years ago have been dropped 
and are now available wet-charged 
only. The 6-volt line has always 
been wet-charged. 

Positive Grids—Mobil says a 
combination of construction fea- 
tures, plus pulse charging of stock 
batteries in the service station, gives 
the utmost in shelf life. But the 
charging method is incidental says 
Mobil. Use of a silver-arsenic alloy 
in the positive plates, plus cobalt 
added to the active material, sup- 
plies the real resistance to shelf 
deterioration, says R. C. Rudisill, 
Socony Mobil’s battery manager. 

A contributing factor, Rudisill 
adds, is less antimony in the grids, 


as a result of new grid casting tech- 
niques. Antimony tends to build up 
deposits on negative plates, he ex- 
plains. For all of these reasons 
longer storage life is claimed for the 
new batteries with either trickle or 
pulse charging. 

Although it has nothing to do 
with shelf life, Socony is also for 
the first time using Glasfloss separa- 
tors in all its batteries. Glasfloss is 
the trade name of fiber glass sepa- 
rators made by the Pittsburgh Plate 
Glass Co. 

Pulse Charging—With the new 
batteries, Socony is offering the new 
Mobil Charge Maintainer. This de- 
vice delivers an intermittent charge 
when connected to batteries in a 
dealer’s stock. It charges by what is 
sometimes called the pulse method, 
by contrast with the continuous or 
trickle charger. 

An automatic timer feeds current 
into the battery for a 14-hour 
period, once each week. The prin- 
ciple is not new; according to Rudi- 
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sill, battery engineers have long 
been aware that intermittent charg- 
ing is better than continuous charg- 
ing. But up to now no suitable de- 
vice has ever been marketed. 

In the 6-volt era only a few bat- 
tery sizes were in use, turnover was 
higher, and there was less reason to 
keep batteries in stock a long time. 
Trickle chargers were simple, in- 
expensive, and seemed to meet 
most dealers needs. There was little 
incentive for charger manufacturers 
to offer anything different. Today, 
with many more sizes in use, the 
battery inventory problem for the 
individual dealer is no longer 
simple. 

To meet the changing times, the 
new charger was developed jointly 
by Socony and Fox Products Co., 
Philadelphia. So far all of the out- 
put is going to Socony dealers. The 
cost runs about $2.17 per circuit 
compared with a trickle charger 
cost of about $1.50 per circuit. 
Dealers get them for much less if 





they order a charger in combination 
with a stock of new batteries. 

Socony has assembled some test re- 
sults showing how stock batteries de- 
teriorate less with pulse charging than 
with trickle charging. There’s also 
20% less water loss with pulse charg- 
ing. That fact, combined with the 
larger liquid space provided in the new 
battery line, is the basis for some 
sweeping claims. 

Socony says that its new Mobil 
Charge Maintainer will keep the new 
Mark II battery “fully charged and in 
perfect condition for one year; auto- 
matically; without the addition of 
water; without any appreciable wear 
on the battery; and with no trouble on 
the part of the dealer.” 

Wet vs. Dry—Since the introduction 
of dry-charge batteries, Rudisill has 
opposed the idea. He has often stated 
his belief that a wet-charge battery 
could be developed that could stand 
prolonged storage. Features of So- 
cony’s new line were already known. 
Silver-arsenic alloy, for instance, has 
been used in batteries for over seven 
years, and the cobalt additive in var- 
ious forms has been used for over a 
year. But these improvements were 
put forth as contributions to better 
battery performance in the car rather 
than on the dealer’s shelf. Meanwhile, 
as Rudisill sees it, the more noyel and 
dramatic features of the dry. charge 
battery stole the show. 

Along with some others, Rudisill 
remained unconverted. He sees no 
justification for the slight extra cost of 
the dry-charge process. He thinks 
there is too much delay when a dealer 
has to add acid and boost-charge the 
battery at the time of sale. If the deal- 
er lets the battery go without a charge, 
he risks a complaint. And he says it’s 
too easy for defective batteries to slip 
through the dry-charge process. 

In his view, the biggest drawback is 
the extra time needed to prepare the 
dry-charge battery at the station. “Our 
new Mark II line, we feel, best meets 
the needs of busy dealers. There is no 
question in our minds that dealers who 
are running modern, busy stations pre- 
fer the wet battery,” he says. 

“Labor is crucial in the busier sta- 
tions today. We believe the best thing 
we can do for dealers is to save their 
time, not give them something that 
requires extra time. The place to fill 
batteries efficiently is on the factory 
assembly line. If it took, say, 14 
minutes at the factory to fill five bat- 
teries, the superintendent would get 
fired. Yet we throw an acid-filling job 
at dealers as if their time meant 
nothing. Even if there were no price 
differential, I would still say the dry- 


charge battery has no place in the 
service station.” 

The Single Line—In dropping pre- 
mium-priced batteries, Socony is tell- 
ing its dealers that the same features 
that make the new line stand up better 
on the shelf will also give better serv- 
ice to the customer. “Few people real- 
ize,” says Rudisill, “that the battery in 
the average passenger car is often idle 
23 hours out of 24.” Therefore dealers 
can safely recommend the new battery 
to the car owner who wants the best. 
The 30-month guarantee on the new 
line is the same as formerly offered on 
the premium-priced line. 

A suggested list price of $21.95 on 
the 6-volt Group I battery should give 
dealers about a $2 price advantage 


over comparable dry charge batteries. 
The same holds true for the second- 
line, 6-volt Group I, at $15.95. 
Dealers are also being reminded that 
they can meet certain forms of price 
competition by giving the customer a 
long trade-in allowance on his old bat- 
tery. The resulting dealer profit com- 
pares favorably with the usual dealer 
margins on second-line batteries. 
Always Ready — Socony summar- 
izes the virtues of the new batteries, 
coupled with the new Mobil Charge 
Maintainer, as a line that gives the 
customers a lot more battery for the 
money and gives the dealers a line 
that’s factory-filled and always ready. 
The new slogan: “Mark II stays 
stronger—lasts longer.” a 








FAST FuELOIL DELIVERY 
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the Morrison fuel oil hose nozzles. 


self-closing nozzies are popular with fuel oil delivery men. 
The drivers like the smooth action and the clean cut tight- 


A variety of these nozzles is made to meet every delivery 


Fuel oil deliveries are made simpler, safer, and faster with 
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What everyone knew was needed 


Globe delivered first! 


creative packaging of dry-charged battery 
complete with pre-measured electrolyte 
was introduced in 1955 


The whole replacement battery market needed Globe’s introduction of this 


dramatic, compact packaging of everything required to activate a dry- 
charged battery swiftly! 


In one simple, continuous operation the sturdy plastic bottles of pre- 
measured Spinning Power electrolyte of correct specific gravity are slipped 
into the safe-handling sleeve ... nipped and poured ... rinsed and destroyed. 
An inert battery is suddenly ready for action. Yet it takes only moments— 
in the most efficient, safe and foolproof method known. 


And it took Globe-Union to lead the way! 


Faster, lower-cost delivery anywhere! 

Of Globe’s sixteen battery plants thirteen (*) are producing dry-charged batteries. All 
Globe plants are strategically located for faster, lower-cost shipments to all markets. 
®ATLANTA, GA., *DALLAS, TEXAS, *EMPORIA, KANSAS, *HOUSTON, TEXAS, *LOUISVILLE, KY., *MEDFORD, MASS., 


*MEMPHIS, TENN., *MILWAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., *REIDSVILLE, N. CAROLINA, 
*SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, N. Y., LOS ANGELES, CALIF., OREGON CITY, ORE., AJAX (ONT.) CAN. 


og» Giope-Union INC. 


MILWAUKEE 1, WISCONSIN 


If it’s petroleum-powered, there’s a 17 M0)-129-1///@ Ma -7- 0014.0 @ — tight from the start! 
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Why Early TBA Replacement Pays 


e@ PROBLEM: Most drivers stretch accessory life too far 
e@ SOLUTION: Dealers should urge replacement before failure 


THE AMERICAN MOTORIST needs 
to be jogged out of a perverted sense 
of economy. He thinks he’s saving 
money if he can 
stave off to the 
last possible mo- 
ment the replac- 
ing of such things 
as plugs, tires, 
battery and so on. 
He knows he'll 
have to buy them 
in the end any 
way. 
It would really 
By F. C. Sturtevant pay him—if he’d 
RA Bates only stop to fig- 
gure it out—to replace certain TBA 
items at regular intervals, whatever 
their condition. In this group would be 
tires, batteries, spark plugs, filters, 
radiator hose, fan belts, radiator caps, 
wiper blades, and perhaps some others. 

He Can’t Win—lInstead, the aver- 
age car owner likes to boast of getting 
three years service out of a battery. 
Or claim, with pride, that he hasn't 
touched the plugs in 20,000 miles. 
To get that last ounce of performance 
he gets into some costly situations. 

Either he loses the use of his car 
when he needs it or his car takes a 
beating that costs him money later on. 
Take the first case. Suppose his car 
won't start, perhaps because of a dead 
battery or bad plugs. Whatever his 
destination, an alternative plan costs 
him time or money—usually both. 

Add up the combined cost of emer- 
gency transportation, lost time, and the 
bill for a service call. The total far 
overbalances any possible savings. 

Suppose a battery that cost $24 has 
seen 30 months of service. That’s 80¢ 
a month. If it can be made to last 
40 months, the cost will be reduced 
to 60¢ a month. 

But in the end the car owner can’t 
win, because he can’t pinpoint the 
exact hour of failure. He'll be stuck 
with emergency costs that can’t help 
but cancel out his $6 saving. 





Waste ‘Em to Save ‘Em 


Sure it hurts to throw away anything 
not yet worn out. But the same kind 





e@ PAYOFF: Both drivers and dealers profit . . . 
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of arithmetic proves it’s the right thing 
to do with many TBA items. Say a 
$7 set of spark plugs have gone 10,000 
miles. That’s 70¢ a thousand miles. 
If the same plugs will do for 20,000 
miles, the cost is cut to 35¢ a thous- 
and miles. That makes the additional 
period worth $3.50. And for that 
length of time the motorist may be 
wasting gasoline, fouling the engine, 
risking a starting failure, diluting the 
crankcase oil. Is that worth $3.50? 

Even for tires, where more money 
is involved, the same kind of figuring 
proves the point. At 30,000 miles, a 
$90 set of tires has cost the owner 
$3 a thousand miles. If he can squeeze 
out another 5,000 miles he'll bring 
that down to $2.57 a thousand miles. 
That makes the extra 5,000 miles 
worth $12.85. 

When you deduct about $10 for 
trade-in value you're talking about a 
possibie saving of less than $3. Come 
the inevitable flat tire, and the motorist 
is lucky if he gets out for somewhat 
more than $3. In addition, for the 
uncertain prospect of a trifling saving 
on tire cost, the owner greatly in- 
creases his hazard of a dangerous 
skid or blowout. 

In the case of the lower-priced 
accessories like filters, wiper blades, 
fan belts, or radiator hose it’s apparent 
at the start that no possible saving 
could be worthwhile. The price of 
two or three fan belts could be less 
than the cost of unexpected failure 
on the road. 

No motorist should object to junk- 
ing a tire, a battery or an accessory 
that has given its quota of service. 
His main objective is to keep his car 
in good running order, ready to go 
at all times. He should forget about 
hanging up records of long service 
life for minor parts. 


What to Do About It 


Some segments of TBA marketers 
are beginning to promote this idea. At 
the last Central Section TBA meeting, 
Harry N. Roberts, Willard sales man- 
ager, noted that average life of all 
types of batteries is now 27 months. 
He suggested working out the average 












life for various classes of batteries 
and using the figures as a base for 
promoting periodic replacement of 
TBA items. 

Battery testing to detect impending 
failure is too much neglected, said 
Roberts. Otherwise, he said, the Amer- 
ican Automobile Assn. would not 
receive 12,000,000 distress calls a 
year from members with dead bat- 
teries. He thinks motorists will be 
better off if dealers merely check the 
age of the battery and suggest an im- 
mediate replacement wherever the 
time has run out. 

Glen Johnson, of Stant Manufac- 
turing Co., brought up a similar point 
at the West Coast TBA meeting. Pres- 
sure radiator caps, he pointed out, 
are an essential feature of modern 
pressurized cooling systems. If the 
cap isn’t working the engine will over- 
heat. Since the cost is small, Johnson 
suggests installing a new one every 
year. 

Dealers are often reminded that it’s 
good practice to inspect radiator hoses 
when installing antifreeze. Some deal- 
ers go a step further and make the 
installation of new hoses a regular 
routine. 

The makers of wiper blades are 
trying to get across the idea that 
blades deteriorate with age. Colli- 
sions cost more than blades, they say, 
so play it safe and suggest a new 
set every year. 

Spark plugs should be changed 
every 10,000 miles and filters every 
4,000 miles. Some filter men go fur- 
ther and urge dealers to change the 
filter with every oil change. 

And for many years there’s been 
a tire selling slogan: “90% of all 
tire trouble occurs in the last 10% 
of tire life.” 

These are all good arguments and 
many more can be rounded up to 
prove the case for every item in the 
TBA line. They should be coupled 
with figures a dealer can use to show 
his customer the dollar-and-cents sav- 
ing in replacement before failure oc- 
curs. 

Then maybe we can get the mo- 
torist out of this silly idea that he’s 
one-man proving ground to see how 
long things will last. a 
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Schrader Tackles the Valve Stocking Problem 


NOW THAT DEALERS need seven 
tubeless valve sizes to fit all of the 
1955, 1956 and 1957 cars, many are 
tempted to take one of several short 
cuts, rather than lay in a supply of all 
seven valves. 

A dealer may take the risk of leav- 
ing the old valve in the rim when he 
installs a new tubeless tire. As age 
alone increases the tendency of a tube- 
less valve to leak, he may. wind up 
with a customer complaining of a 
defective tire. 

Or he may play safe and install a 
tube. Both practices are known to be 
followed by large numbers of dealers. 
Neither serves the best interests of the 
customer. 

To meet the valve inventory prob- 
lem, A. Schrader’s Son, Brooklyn 38, 
N. Y., has introduced two packaged 
assortments of valves and valve exten- 


What's New in Products . 





At 110 mph: ‘old’ tire . . . and new Good- 
rich 


High-Speed premium tire 


. . . developed by B. F. Goodrich will 
sustain 110 mph speeds without distor- 
tion. Called the Silvertown 125, the 
tire’s stability at high speed is due in 
part to its 6-ply nylon construction and 
in part to a combination of cord 
angles, fabric, and tread. List price is 
$51.05 in 6.70-15 size. 


American Petrofina TBA 


... is now a reality. The entire Good- 
year line will be offered through 
Amlico and Panhandle stations in 
Texas. Arrangements have also been 
made to market D-X motor oil through 
the same stations. So far these are the 
only marketing outlets acquired by 
Petrofina in this country. Operations 
in Texas are in the hands of American 
Petrofina Co. of Texas, a division of 
American Petrofina, Inc. 
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sions. They can be used in combination 
to fit all cars, making it unnecessary 
for dealers to stock all seven sizes. 

The two assortments give dealers a 
choice between two kinds of valves. 
The Snap-in package contains 20 rub- 
ber base valves of the type used as 
original equipment. Ten of the valves 
fit .626” rim holes; ten fit .453” rim 
holes. Seven extensions complete the 
assortment. 

The second package contains 10 
metal base, or clamp-in type valves, 
with five valve extensions. The valves 
can be used on both rim hole sizes, 
and will fit 96% of all passenger cars. 

A chart listing the right combination 
of valve and extension for each car is 
packed with each assortment, and is 
also reproduced on the outside of the 
box. The same chart is also available 
in blown-up size, for wall posting. 


New Royal Master 


. . . now being marketed by the United 
States Rubber Co. is said to have de- 
sign features of aircraft tires to pro- 
vide extra margin of safety for today’s 
cars. To demonstrate the greater 
strength built into the new line, U. S. 
installed a pair of conventional 7.50-14 
passenger tires on the nose landing 
gear of a Convair. Test landings 
showed the tires could withstand heavy 
loads at 100 mph landing speeds. U. S. 
says the new tire is made with double 
denier nylon cord with a tensile 
strength of 52 Ibs., compared with 29 
Ibs. for standard nylon tire cord. In 
addition, load-bearing body cords are 
insulated with an extra heavy rubber 
compound of the same basic stock as 
aircraft tires. This is said to give the 
tire great shock-absorbing capacity and 
keeps the cords from chafing against 
each other. 


Over-the-road truck tire 


. - « called the Hi-Miler Cross Rib 
has been introduced by Goodyear. 
Chief feature is a deeper, open 
grooved tread. Goodyear claims the 
extra tread depth offers greater origi- 
nal tread mileage, particularly on drive 
wheels of the more powerful tractors 
now being use for highway hauling; 
and the open pattern is less likely to 
pick up stones. Available in tubeless 
and tube-type. 


Core nose spark plug 

. . » for 1957 Fords, Lincolns and 
Mercurys has been introduced by 
Champion. The F-14Y has an extended 
core nose, said to give good anti- 
fouling characteristics. Champion says 
that while F-14Y is an addition to its 
line of extended core nose types, design 
features enable it to perform equally 
well in both the 1955 and 1956 Ford, 
Lincoln and Mercury cars, permitting 
dealers to simplify their plug inven- 
tories. 


Special outboard oil 

. . « being marketed by Fleet-Wing 
Corp., Cleveland, Ohio, is a blend 
containing anti-rust and anti-corrosive 
additives said to keep two-cycle engines 
cleaner and to prolong spark plug life. 
New product is packaged in “pre- 
measured” containers, the quart size 
being the exact amount to use with 
5 gal. of gasoline, while the 8 oz. 
container holds the right amount to 
mix with 1 gal. of gasoline. Fleet- 
Wing says a market study shows there 
are 265,000 outboard engines and 
530,000 power mowers in use in the 
state of Ohio. 


NATIONAL PETROLEUM NEWS + October, 1957 





Second line nylon 


. . . tires have been added to the Fire- 
stone line, called the Deluxe Super 
Champion. Firestone says the new tire 
is designed for high-speed driving, 
basic features being a newly developed 
“speedway weld,” improve synthetic 
rubber and high adhesion stock. 


Tung-Sol flashers 


. . . for directional signals are now 
offered in a new No. 10 assortment 
as part of a promotion package. Pack- 
age contains 10 of the five fastest 
moving flashers in the line that will 
service 100% of the domestic passen- 
ger cars on the road today. One of 
each of the flashers in its individual 
box is mounted on a point of sale 
display card in the form of a large 


red heart. Included is a Tung-Sol | 
Direction Signal Servicing guide that | 
contains servicing instructions, a direc- | 
tion signal lamp and flasher replace- | 
ment chart, and retail prices for each 


type flasher in the assortment. 


A suggested dealer cost of $7.89 | 


permits a dealer gross profit of $4.76 
plus installation charges. Tung-Sol pro- 
motion material includes a four-color 
catalog page; a black and white flyer 
featuring dealer profit; and envelope 
stuffer; plus a trade paper campaign. 


New display unit 


. . » for flashlights and batteries has 
been developed by the electrical divi- 


sion of Olin Mathieson Corp., for its | 
Winchester flashlight line. The wrought | 
iron rack is 642” wide by 16” high and | 


holds 48 standard flashlight batteries 
plus five standard two-cell flashlights. 
Gravity feed assures first-in, first-out 
disposal of battery stock. Rubber foot- 
ings hold the rack on slippery surfaces. 
The display was designed by the New 
London Wire Co. 


Car Polish 


. . . is now being marketed by R. M. 
Hollingshead Corp., under the name of 
Hi-Shine Auto Beauty Creme. The 
combination cleaner and polish is get- 
ting heavy promotion in consumer 
advertising and point-of-sale material. 
A new package is claimed to be com- 
pletely weather-resistant. A new fea- 
ture is a triple indented bottom that 
permits wide flexibility in stacking. 


Dual purpose tire 


. -. Called the Traction-Miler-Lug has 
been added to the Pennsylvania line, 
to meet the need for combination 
on-and-off-the-highway operations. It’s 
designed to give high-speed, cool-run- 
ning performance over improved high- 
ways, plus abrasive and cutting resist- 
ance in the off-the-road service. 
Available in either nylon or the new 
super-strength rayon. 

(Continued on page 150) 
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(Continued from page 149) 
Squirt-type applicators 

. . . are now being offered free to 
dealers with purchases of Du Pont No. 
“7” Multi-Service cleaner. One appli- 
cator goes with every quart and two 
applicators with every gallon of the 
cleaner. Du Pont claims that two 
squirts from the unbreakable spray 
bottle cleans an entire windshield with- 
out streaks or smears. Other uses are 
for cleaning gasoline pumps, soft drink 
coolers, walls, woodwork and vinyl 
upholstery. 


Wheel bearing seals 


. . are now being offered in a bonus 
package assortment that includes a 
new combination storage and display 
wall cabinet, plus Chicago Rawhide’s 
set of front wheel bearing installation 
tools and mallet. Manufacturer claims 
dealer price of $40.68 pays for stock 
of seals and equipment with a total 
retail value of $82.65. Special offer is 
chief feature of new merchandising 
program of the Service Sales division 
of the Chicago Rawhide Manufactur- 
ing Co., Elgin, Il. 


What Suppliers Are Doing... 





All-synthetic truck tires 

. were brought to public notice 
recently by two rubber companies and 
an oil company. A new heavy duty 
butyl tire has been developed through 
the joint efforts of the Pennsylvania 
Tire Co. and Esso Research and Engi- 
neering Co. The Department of the 
Army has given its approval to a 
9.00x20 butyl tire, the size most widely 
used in the Army. Ordnance Corps 
test show the new butyl tire to be at 


least equal or superior to present mili- 
tary tires of all natural or combination 
natural-synthetic. Qualities claimed for 
the butyl tire are resistance to ozone 
cracking and deterioration, and resis- 
tance to chipping, particularly in the 
tread area. 

Earlier this year Esso announced 
the successful development of passen- 
ger tires of butyl rubber, and predicted 
they would appear on the market 
eventually. 
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Firestone has also built a new, large 
size, all-synthetic tire and turned it 
over to the U. S. Army Ordnance for 
testing. Claimed to be the largest syn- 
thetic rubber tires ever produced, they 
are made of a compound called Coral 
rubber. The experimental tires are size 
24.00x25, 


Natsyn rubber 


. is the name of the all-synthetic 
rubber in Goodyear’s experimental 
truck tires. Its molecular structure 
closely resembles that of tree-grown 
rubber, hence the name, Natsyn. On a 
road test, Goodyear mounted natural 
rubber tires on one side and the new 
synthetic tires on the other, then 
switched them around at intervals to 
get a fair comparison. Goodyear re- 
ports the Natsyn tires performance 
equalled in every way that of the 
natural rubber tires. 


Sunoco Economy line 


. . is the designation of three new, 
low-priced batteries introduced by Sun 
Oil Co. There are two 6-volt batteries, 
Group 1 and Group 2L; and one 12- 
volt, Group 2SM. The addition of the 
three new batteries brings Sun’s total 
to 12, claimed to be the shortest com- 
plete battery line in the industry. Sun 
suggests to its dealers that they display 
the Economy line as price leaders, but 
make an effort to sell up to the Sunoco 
Surepower line. 


Military recapping 

. . . done on contract with private 
industry should increase in volume 
starting in October, 1957, as a result 
of efforts by the National Tire Dealers 
and Retreaders Assn. During the fiscal 
year 1958 the Dept. of Defense esti- 
mates 60,000 tactical tires will be 
recapped at a cost of around $1,000,- 
000. Details of contractual procedures 
have been worked out at the Ordnance 
Tank Automotive Command, Detroit, 
Mich. 


New retread plant 


. . . has been opened by Goodyear at 
Des Moines, Iowa, at Ohio St., and 
Jefferson Ave., equipped to handle 
tires ranging from 6.40-15 passenger 
to 37.5x33 earthmover. Range includes 
retreads for tractors, planters, com- 
bines, trucks and other farm equipment 
in addition to passenger car, truck and 
off-the-road vehicles. V. C. Lemmons 
is the manager. 
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New headlamp assortment 


. . is being offered by Westinghouse 
to give the smallest station operator a 
starting inventory of the new 4001 and 
4002 Safe-T-Beam headlamps plus a 
minimum quantity of the fast selling 
standard 6 and 12 volt headlamps. The 
“Demand-Designed Assortment” car- 
ton comes factory packed and opens 
into a colorful self-merchandiser. Each 
carton contains a three-color acetate 
streamer. Included are five 6-volt 
5040S headlamps; three 12-volt 5400S, 
and two each of the new 4001 and 
4002 lamps for the four-headlight sys- 
tems. 


News About People ... 





Wilson O. 

Green has been 

named director of 

oil marketer sales 

of the tire divi- 

sion of the United 

States Rubber 

Co. In his new 

post Green will 

have charge of all 

petroleum  mar- 

keting activities, 

including an ex- 

panded program for U. S., Fisk and 

Gillette tires, U. S. batteries and a 

complete TBA line. He will take over 

the functions formerly in charge of 

James R. Tully as manager of oil 

marketer sales. Tully becomes assistant 
sales manager for U. S. tires. 


A. J. Trombetta, formerly on the 
TBA staff of American Oil Co., is 
now supervisor of dealer merchandis- 
ing. The new post is part of American 
Oil’s expanded program of dealer 
training. 


H. Joseph Markert is president and 
Justus P. Nesbitt is vice president of 
Industrial Wire Cloth Products Corp., 
Wayne, Mich., manufacturer of dry- 
type automotive air filters. The new 
Officers are taking over top manage- 
ment spots as part of a reorganization 
of the company, following its acquisi- 
tion by Purolator Products, Inc., 
Rahway, N. J. Markert is also execu- 
tive vice president and director of 
Purolator; Nesbitt will leave his for- 
mer post as general manager of the 
Purolator plant at Allentown, Pa., to 
assume his new duties at Wayne. 
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Farsje Stoll 


Norman R. Farsje has been made 
vice president in charge of automotive 
sales, and R. W. Stoll has been made 











sales manager for national accounts of 
Gould-National Batteries, Inc., St. 
Paul, Minn. Both men have been with 
the company about 15 years. Farsje 
has been manager of national account 
sales, while Stoll has been eastern 
manager of national account sales. 
Both will headquarter in St. Paul. 


Boyd M. Muchmore, former man- 
ager of accessories sales for A. 
Schrader’s Son division of Scovill 
Manufacturing Co., died at his home 
in Princeton, N. J., on Aug. 7th. 


(Continued on page 152) 
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(Continued from page 151) 


Burt H. Ewart has been made man- 
ager of the Goodyear car and home 
merchandising department. He _ suc- 
ceeds Arthur E. Patterson, Jr., who 
was recently promoted to district mer- 
chandiser at Detroit. Ewart joined 
Goodyear in 1936 as a sales trainee, 
and served in Toledo and Columbus, 
Ohio, and in Mt. Clemens, Mich. Fol- 
lowing a four-year term in the U. S. 


Navy he was assigned to the car and 
home department, where his most 
recent post was merchandiser of sport- 
ing goods and luggage. 


Robert P. Bekke has been named 
field sales manager for the Commercial 
Sales division of Walker Manufactur- 
ing Co. of Wisconsin. He was formerly 
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sales manager for Walker’s line of 
Ajax jacks. Prior to joining Walker 
in 1949, Bekke was attached to the 
sales department of Standard of 
Indiana. In his new assignment he will 
be responsible for sales, promotional 
and service relations with a group of 
national accounts. 


J. A. Mclimay, Ray-O-Vac vice 
president for sales, has been assigned 
responsibility for over-all direction of 
the Willson Products division, Reading, 
Pa. The Willson division, acquired by 
Ray-O-Vac in 1955, manufactures 
Willsonite Sunglasses and Willson 
safety equipment including goggles, 
hard hats, hoods and gloves. 


A. W. Schwab 
has been named 
to head the ex- 
panded acces- 
sories and repair 
materials depart- 
ment of Seiber- 
ling Rubber Co. 
Schwab is a form- 
er Seiberling em- 
ploye who recent- 
ly returned to the 
company. During 

his eatlier service he managed the 
company’s sales and service laboratory 
and the mileage sales department. 


J. Michael Bil- 
lane has assumed 
the office of presi- 
dent and treasur- 
er of Dunlop Tire 
& Rubber Corp., 
Buffalo, succeed- 
ing Glenn H. 
Crawford, who 
retired because of 
health reasons. 
Billane joined 

~— Dunlop in Eng- 
land in 1928, and served in India and 
Burma until 1940. Following a term 
of military service in the Royal Air 
Force, he was transferred to London 
headquarters, serving most recently as 
Overseas sales manager. 


William F. Price, Jr., has been 
elected president of the Price Battery 
Corp., Hamburg, Pa. He has been 
active in production, engineering and 
sales following his discharge from the 
Army at the close of World War II. 
He was formerly vice president and 
assistant to the president. 
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The Midwest: Bumper-to-bumper business brings 400,000 gal. a month 





. . » To Henry Prestholdt. His idea: 


‘A Fair Markup Brings the Buyers In 


PRIVATE BRANDERS are in the 
news since the formation of the Inde- 
pendent Brand Gasoline Marketers of 
America (NPN—Aug., p94). One of 
the oldest is Henry Prestholdt of 
Minneapolis, who’s been doing busi- 
ness at the same stand for 31 years. 

Prestholdt’s Old Colony Gas & Oil 
Co. markets through a single station 
—and goes 300,000 to 400,000 gal. 
a month, according to competitors. 
Prestholdt admits that 400,000 gal. 
is a “fair guess.” 

His station stands on its original 
1921 site with its original layout, 
except for modern pumps. There’s a 
main office and a special change of- 
fice to keep the flow of business 
smooth. Prestholdt explains that the 
station was designed with a long-range 
outlook, but the corner plot is cramp- 
ed now and remodeling is being 
planned. 

Despite awkward entrance and exit 
driveways, the station does bumper-to- 
bumper business. Cars move in two 
facing directions past six dual pump 
shells (three on each island). Open 16 
hours a day every day, the station 
is manned by 30 employees. 

Ads plug the convenience of its 
location at 1622 Washington Ave. 
North—“four minutes from the loop” 
in downtown Minneapolis—but there’s 
no doubt that the secret of Prest- 
holdt’s volume is price. 

Premium Price Does It—The key 
factor seems to be the spread on pre- 
mium gasoline rather than regular. 
In late summer, Old Colony regular 
was about the same as most other 


Twin Cities private-brand prices, and 
at least one major was 1¢ below that. 
But the premium grade was priced 
5¢ a gal. below most premium post- 
ings. 

Prestholdt, well-groomed and dis- 
tinguished, with the look of the pros- 
perous, conservative businessman, de- 
scribes himself mildly as “the first 
price cutter in the Upper Midwest.” He 
appears to be quiet and retiring, seem- 
ingly doesn’t live up to one competi- 
tor’s description of him as “the most 
hated oil man in town.” 

Hostility doesn’t faze him. He just 
goes along running Old Colony, assist- 
ed by treasurer C. M. Lundquist. “I 
believe in live and let live,” Lundquist 
says. “I think the others should, too. 
This is a big country. There is business 
enough for ali.” 

“The majors talk up free enter- 
prise,” says Prestholdt. “So why do 
they object to me so long as I operate 
at a profit?” He attributes his success 
to “a fair markup”; he figures that 
markup and then posts his price. He 
doesn’t try to meet cuts or other prices, 
he says. 

An Oil Elephant—But Prestholdt 
doesn’t hesitate to take advantage of 
his price position, as he did in a recent 
pair of ads. The first cited gasoline 
prices throughout the country, most of 
them considerably higher than Old 
Colony’s, and showed an elevhant 
labeled “Giant Oil Interests.” Below 
the elephant were the words “Preda- 
tory, Powerful, Perfidious.” 

The second ad told motorists, “If 
it were not for this service station you 
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would be paying the identical high 
prices in Minneapolis.” 

Old Colony doesn’t plug price at the 
station, however, and has no price 
Aboards now. 

Prestholdt also credits his success to 
efficiency. He says his set-up compares 
with most dealers the way a new A&P 
supermarket compares with an old 
grocery store. He says he could double 
his gallonage, but has been satisfied be- 
cause volume is good—and the profits 
are, too. 

Prestholdt got into oil marketing 
from first being in the synthetic resin 
business, which required large quanti- 
ties of gasoline. It retailed for 27.9¢ 
gal. in the 1920s. 

On a visit to Chicago, Prestholdt 
learned from a broker acquaintance 
that gasoline cost 5¢ a gal. Adding 
1.5¢ for taxes and 3¢ for transporta- 
tion, Prestholdt quickly computed that 
the 27.9¢ price represented a 300% 
profit. 

So he decided to build a station after 
buying some gasoline for his own use. 
The first day he cut the price 10¢ a gal. 
That started it, and it’s been going on 
ever since—bumper to bumper. 


Oil Heat Drive Gets Hot 


A three-way co-operative promotion 
campaign is growing to boost oil heat 
over natural gas in parts of Michigan, 
Indiana and Illinois. It plugs premium 
grade heating oil with Hy-Test 303, 
an additive, and oil heat generally for 
home comfort, safety and economy. 


(Continued on page 154) 
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The drive is on now over 45 news- 
papers and six radio stations. Twelve 
and 24-sheet billboards will be added 
shortly, and there’s talk of bringing in 
two television stations. 

The promotion is three-way because 
it’s backed by the additive maker, a re- 
finery, and more than 30 heating oil 
distributors. 

The jobbers say they’re getting new 
business from the campaign, which 
costs them only 2.5 points per gal. 
Since they handle over 100-million gal. 
of No. 2 oil and 20-million gal. of No. 
1 oil, the kitty adds up. 

They’re supplied by Berry Refining 
Co. of Gary, Ind., which is franchised 
to sell Hy-Test 303. The jobbers pay 
2.5 points per gal. over the current 
market price; this money goes into the 
ad kitty. 

The jobbers don’t share equally in 
the ad fund—they’re allotted a sum in 
direct proportion to what they buy, so 
each gets full value for his contribu- 
tion. A 4-million-gal. jobber can spend 
$10,000. 

How that money is spent is up to 
him, too. He can use any or all media, 
and if he wants advice, he can use a 
Chicago agency that Berry lined up. 
Hy-Test offers jobbers free use of ad 
material it has developed. 

The campaign has a double punch: 
one series of ads runs near the end of 
the heating season, and the other starts 
just before a new heating year. 

After the first campaign, a survey 
showed that newspaper ads brought 
the most inquiries. Telephone calls, let- 
ters and personal calls to follow up 
brought in a lot of new business for 
the jobbers. 


Expansion Is the Thing 


The Midwest in late summer was 
full of news of expansion of one kind 
or another. 

Leonard Refineries of Alma, Mich., 
is installing a 7,500 b/d fluid cat 
cracker in its 10,000 b/d refinery at a 
cost of $3-million. Coupled with this 
refinery improvement will be the lay- 
ing of a 6-in., 12,000-15,000 b/d 
product pipe line from Alma to Lan- 
sing, Mich., and construction of a new 
200,000 bbl. terminal at Lansing. This 
project, which will cost $1-million, is 
intended to improve Leonard’s market- 
ing position. 

The Texas Co. has put a new 3-mil- 
lion gal. terminal into operation at 
Lincoln, Neb. It will serve as a whole- 
sale distribution center for Texaco 
products in eastern Nebraska and 
northeast Kansas. 

Facilities include two 1-million-gal. 
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tanks for automotive gasolines and 
two half-million-gal. tanks for middle 
distillates, as well as three small tanks 
for bulk lubes. The terminal is on the 
Great Lakes Pipe Line from the com- 
pany’s West Tulsa refinery. 

Midland Cooperatives of Minne- 
apolis is also in the construction game, 
with a 6-million-gal. terminal planned 
for completion early next year near 
Cadott, Wis. On the Great Lakes Pipe 
Line, the new terminal will bring prod- 
ucts about 100 miles closer to Wis- 
consin co-ops, which have been get- 
ting them from Minneapolis. 

Colorado Oil & Gas has been buy- 
ing rather than building for its subsidi- 
ary, Derby Refining Co., Wichita, Kan. 
It acquired Deem Oil Co. of East St. 
Louis, Ill., recently, in a deal cover- 
ing 59 owned or leased service stations 
in Missouri and Illinois. 

Deem’s volume last year was over 
47-million gal., says W. C. Norman, 
president of Colorado Oil & Gas. He 
points out that the new outlets should 
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let Derby’s refinery operate close to its 
20,000 b/d capacity. 


New Look in Barges 


The flat-topped oil barge has a new 
tubular cousin alongside on the Mis- 
sissippi these days. Liquefied petrol- 
eum gas is now being sent up the river 
by barge to at least one distributor, 
Simpson Oil Co, of Charleston, Mo. 

The first LPG barges to go into 
service can each carry 240,000 gal. of 
propane in six tanks, three of them 
above deck. There were two on the 
river this summer, with four more 
scheduled for delivery by the fall. 

Simpson Oil has river terminals at 
New Madrid, Mo., Peoria, Ill., and 
St. Louis. The New Madrid terminal 
has storage for 9,000 bbl. of LPG. 

H. G. Simpson, Sr., president of 
Simpson Oil, says his company’s LPG 
installations are the first to be built 
anywhere on the inland waterways. 
There is one on the ocean. 


Amoco Rides the Florida Boom 


FLORIDA is the scene of a major 
part of American Oil Co.’s marketing 
expansion along the eastern seaboard. 
The company 
opened 39 new 
stations in the 
Orange State dur- 
ing the first eight 
months of 1957, 
with an additional 
31 scheduled for 
opening before 
year-end. This 70- 
station program is 
By a mec: the ny 
peice so baie pansion by one 
company in Flor- 
ida since Phillips Petroleum invaded 
the state in 1954. 

Amoco’s new outlets are widely 
scattered from Pensacola to Key 
West; centers with large resident pop- 
ulation and tourist traffic were favored. 
Communities with two or more of 
the new stations include Miami, West 
Palm Beach, Ft. Lauderdale, Daytona 
Beach and Jacksonville on the east 
coast; Tampa, St. Petersburg and 
Sarasota on the west coast, and Or- 
lando in central Florida. 

More than two-thirds of the sta- 
tions opened so far have been built 
by private investors on company-se- 
lected sites, with leases running for 
ten years and at least two five-year 


options beyond the original period. 

Sites were selected “away from com- 
petition” where possible, says Amoco 
district manager R. H. Burritt. The 
company picked locations where it 
needed representation but where com- 
petitors were not already too thick. 
No main highway sites were selected 
unless the location was backed up by 
substantial residential development. 

Amoco aims for at least 150 ft. of 
frontage on each site, with sufficient 
depth for two pump islands, one in 
front of the other. Stations are either 
two- or three-bay; most have cano- 
pies and a few have towers. 

Because of rising land values and 
high construction costs, the company 
avoided frills. It can therefore lease 
outlets to dealers at rentals commen- 
surate with those charged for older 
stations that were built at lower 
costs. By omitting porcelain exteriors 
Amoco kept the cost of many stations 
as low as $20,000. 

Amoco is trying to solve the dealer 
manpower problem with a training 
school in Florida, opened last Feb- 
ruary. And many experienced men 
from the North are anxious to live in 
Florida, so there is a constant stream 
of applications for stations in the 
state. 

Amoco officials emphasize that the 
Florida program is “not unusual” for 
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(Continued from page 154) 
the company, which has been building 
an average of 300 to 400 stations a 
year for the past five years. 


NCOJA Tries Again 


The North Carolina Oil Jobbers 
Assn. tried to start a new trend in 
supplier-jobber relations early this year 
by having a conference of state associ- 
ation leaders with representatives of 
Esso Standard Oil Co. Though few 
specific results were forthcoming, 
NCOJA officials were pleased with 
this “step in the right direction.” 

Now it looks as though more steps 
may be taken. Association secretary 
Donald M. Ward reports that two 
more majors have offered to discuss 
“any marketing problems or practices 
which can legally be talked about.” 

Before the conferences are held, 
Ward hopes Tarheel jobbers will come 
up with specific cases as well as gen- 
eral problems—including margins, 
“dumping” at private-brand stations, 
commercial accounts. 


Look Who’s Expanding 


The Southeast has had its share of 
marketing moves in the past few 
months. D-X Sunray has taken its 
first major foothold in the mid-South 
by opening eight new service stations 
in Memphis, Tenn. 

The company’s move into the new 
area from its Midwest stronghold was 
made possible by the new Oklahoma- 
Mississippi River products pipe line. 
It originates at the D-X refinery near 
Duncan, Okla., and terminates at 
West Memphis, Ark. The line, 50% 
owned by the parent Sunray Mid- 
Continent Oil Co., is also fed by D-X’s 
largest refinery, at Tulsa. 

D-X already has a number of job- 
bers in Arkansas, western Tennessee 
and northern Mississippi. The company 
expects to develop more jobbers in 
these areas, which it has been eying 
ever since the merger of Sunray and 
Mid-Continent in 1955. 

Other expansion moves include the 
opening of a new Republic Oil termi- 
nal in Doraville, just outside Atlanta, 
and the acquisition of Citizens Oil Co. 
of Forsyth, Ga., by Bay Petroleum. 

The new terminal is Republic’s 
sixth on the Plantation Pipe Line. 
It has 5-million gal. storage capacity 
for gasolines and diesel fuel. Re- 
public, a division of Plymouth Oil Co. 
of Pittsburgh, supplies private brand- 
ers in the Southeast and Texas. 

Bay Petroleum, a_ subsidiary of 
Tennessee Gas Transmission, gained 
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* Horizontal register All of the convenience, accuracy and 
. . dependability of world famous Bennett 
* dial 
»: lighted io face available service station pumps are built into the 
© “Multi-level” tilted dial face new Fleet, Jr. to make every fueling job 
© 51” overall height faster and easier on farms, estates, or 
sI'o gh for small fleets and industries. 
“Multi-Level” Fueling Design, new extra height and 
“tilted” dial area assure easy readability regardless of 
vehicle size or elevation of vehicle fuel tank. 
Direct drive rotary pump and motor. Adjustable com- 
pression type intake coupling. Heavy gauge steel hous- 
ing over welded chassis. Easily accessible for 
inspection and service, 


SMALL FLEETS: FARMS: ESTATES: INDUSTRY 


Bennett Pump Division 


JOHN Wood COMPANY huskecor, Michigan 


IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 
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quite a bit by its acquisition: 75 serv- 
ice stations in Georgia, Florida and 
Alabama; four terminals with a total 
of 255,000 bbl. of gasoline storage 
and 110,000 bbl. of lube storage; and 
transportation and bulk plant facilities. 
Bay expects to move about 200,000 
bbl. of products per month through 
the new outlets. 


Esso’s Even More Direct 


North Carolina is also the scene 
of Esso’s establishment of a new 
marketing pattern which will subse- 
quently be extended to other areas. 


The East 
Atlantic's In D. C. 


ATLANTIC REFINING CO. is now 
in the Washington, D. C., heating oil 
market with a bang—60-million gal. 
worth a year, to 

be exact. 
Up to the time 
it bought 52% 
interest in Grif- 
fiths-Consumers 
Co., Atlantic had 
no part of the 
market. But in 
controlling Grif- 
fiths - Consumers, 
By Atlantic finds it- 
Cornelius Brodersen self in the coal 
East Coast Editor bysiness and the 
air-conditioning field, as well as oil 

heating. 

Neither Griffiths-Consumers nor At- 
lantic want to say whether the new 
owners will continue in the coal bus- 
ness or in air conditioning, or 
whether Atlantic will use Griffiths- 
Consumers to break into the capital’s 
gasoline market. 

They are also mum on the pur- 
chase price, although it is understood 
to have been about $1.6-million. 

This much, however, is known: 
Griffith-Consumers’ annual sales are 
about $13-million; it has about 
30,000 oil accounts, of which 25,000 
are home delivery; it has a fleet of 
75 trucks for home deliveries and 
about 30 more for commercial ac- 
counts; it is the largest oil retailer in 
the city, employing 250 people; and 
it leases storage at Piney Point, Md. 

Griffiths-Consumers doesn’t confine 
its operations to the District. It has 
accounts in the Arlington-Alexandria 
section of Virginia and in Prince 
Georges and Montgomery counties in 
Maryland. 
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Esso has begun direct delivery on a 
much wider scale, to all “merchan- 
diseable” dealers. 

The company says this gives it more 
efficient distribution, enables it to cut 
costs, and reduces price differences be- 
tween different areas in the state. As 
a result, Esso has reduced in North 
Carolina from 83 to 11. 

The program was accomplished by 
using larger storage facilities for indi- 
vidual stations and larger tank trucks. 
Officials say they are now able to make 
almost all station deliveries direct 
from major terminals. 

As in most places where direct de- 
livery has become the dominant pat- 


tern, bypassed bulk plants are not 
being entirely eliminated. They are 
being used to serve kerosine and fuel 
oil customers, and store-front outlets. 

Between the highest and lowest of 
the 11 different tank wagon prices 
there is only an 0.7¢ differential, 
which Esso says is based entirely on 
transportation costs. 

“This move makes Esso dealers 
more competitive in a wider area,” 
says a company spokesman. “We have 
tried to look realistically at the pricing 
structure in North Carolina, and as 
a result, we discarded many precon- 
ceived notions about what prices 
should be.” 


Wi SPLATTERING CHAMPAGNE traditionally means a new ship is about to slide 
down the ways. Here, in a new departure, it means the first flow of product is 
about to move from a Gulf Oil barge through pipe lines to Gulf's new 8.5-million 
gal. terminal at Plattsburgh, N. Y. (NPN—Aug., p151). Performing the “christening” 
is John J. Tyrell, mayor of Plattsburgh, just before opening the valve to let the 
first flow through. Looking on are E. W. Light (left), Gulf’s Albany district manager, 


and leading local citizens (background). 


Another Move Uptown 


Tidewater Oil Co.’s eastern division 
and New York district offices will 
join the major-oil company swing to 
midtown Manhattan late next year. 

Tidewater will say goodbye to the 
85,000 sq. ft. of space it has been 
using on four floors and parts of 
four others at 17 Battery Place since 
1930. It will take over 132,000 sq. 
ft. in a new 22-story air-conditioned 
office building at 660 Madison Ave- 
nue, between 60th and 61st Streets. 

In moving, Tidewater will leave 
behind Gulf Oil’s New York division, 
also at 17 Battery Place, and Cities 
Service’s main office at 60 Wall Street. 
It will be following in the footsteps 
of American Oil Co. and Socony 
Mobil Oil Co., which both moved 


into the city’s midtown area. 

At the new building, Tidewater will 
take over five entire floors and part 
of a sixth. 

Pacwest Realty Co., a Getty Oil 
Co. subsidiary, is building the new 
structure adjacent to the Hotel Peirre, 
which is owned by another subsidiary 
of Getty Oil. 


Check Those Rides 


Jobbers whose dealers have elec- 
trically operated rides at their stations 
for the amusement of children will 
be doing their dealers a favor by 
suggesting that the rides be tested 
for safety. 

A recent check of such rides— 
rocket ships, planes, ships and horses 
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Centrifugal & Self-Priming... 


GILBARCO ROTO-PRIME PUMPS 


POSITIVELY EVACUATE ENTRAINED VAPORS 


The only pump designed exclusively for petroleum 
handling jobs, the Roto-Prime is also the only 
self-priming centrifugal pump which does not re- 
quire initial manual priming. Extra heavy ball 
bearings lubricated with ordinary motor oil keep 
maintenance problems to a minimum. The Roto- 
Prime comes in capacity ranges from 50 to 1500 
G.P.M. with heads to 160 feet. 


Check these important features before you decide on 
any pump. You’ll find no other pump can compare. 


® Positive self-priming on static suction lifts. 
© Self-evacuating against discharge pressures. 
®@ Volute designed for highest efficiencies. 


© No gear reductions; operation at standard motor speed. 


@ No air reservoirs or relief valves. 
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® Designed for outdoor service without covering. 
® Mechanical type shaft seal. 
® Motor oil lubricated; minimum maintenance. 


© Ball-bearing equipped for long life and smooth, 
quiet operation. 


© Impellers dynamically and statically balanced. 


Write today for catalog and full information: 
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in Westchester county, N. Y., showed 
that only 25% of the rides were 
safe, with 26% dangerous and 49% 
potentially hazardous. Defects  in- 
cluded current leakage, inadequate 
ground wires and improper insulation 
of “hot” wires. The check came after 
a child was electrocuted while on one 
of the rides, and is leading the state 
to investigate them. 


Birthdays? A Mere Nothing 


United Refining Co, of Warren, 
Pa., let its 55th business anniversary 
slip by unnoticed because its top men 
were too busy charting new market- 
ing moves. 

Since late July, United has been 
pushing its upgraded premium and 
regular gasolines at its 200 outlets in 
its home state and New York, and 
it has added liquefied petroleum gas 
to the wide range of oil products it 
produces. 

United’s new Keystone premium, 
Powerflight 100; new regular, Key- 
stone Powerfuel, and LPG are turned 
out by its 7,025-b/d refinery, on 
which United has spent $5-million in 
the last five years. The newest unit 
went on stream in May. 


The Southwest 





United says it will not market LPG 
output under a brand name. Instead, 
it will sell LPG wholesale to others. 


Truck Sizes Eased 


Tank truck sizes in New York City 
and in Maine are growing bigger. 

According to Fuel Oil Assn. of 
New York, the city fire department's 
specs for tank trucks have been eased. 
Now it’s possible to carry 5,500 gal. 
of No. 5 and No. 6 oil, a boost of 
1,100 gal. Tank capacities for other 
grades of oil remain at 4,400 gal. 

Revised, too, are specs for shell 
and head steel in compartments. All 
grades of oil, except kerosene, can 
now be carried in 400-600 gal. com- 
partments that have a 10-gage head. 
It used to be 8-gage that was needed. 
In addition, compartments over 600 
gal. for No. 5 and No. 6 oil can now 
be made with 10-gage shell and 10- 
gage head. Both formerly required 
8-gage steel. 

In Maine, transport weights have 
been upped from 50,000 Ib. gross to 
60,000 lb. Transporters who were 
formerly limited to 4,500 gal. capa- 
city can now carry 5,600 gal. of oil 
on tandem-axle rigs. 


Why the Differential’s Down 


HINTS DROPPED here and there 
indicate it may be a long time before 
there is much stability again in south- 
western retail gas- 
oline prices. Some 
majors and their 
jobbers are dead 
set against allow- 
ing much spread 
between their 
prices and those 
of private brand- 
ers, though the 
majors deny they 
are “after” the in- 
dependents. 

Historically, 
there has been a “gentleman’s agree- 
ment” in the Southwest, as elsewhere, 
that the private brander can legiti- 
mately sell under the majors. It 
sprang up years ago, when the pri- 
vate brander was handicapped by 
low-quality products and a shortage 
of money for station-building and 
advertising. 

Since the early 1950s, however, 
the spread between major and pri- 
vate-brand prices has been narrow- 
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ing steadily as the unbranded operator 
grows. Where four to five years ago 
it wash’t uncommon to see private- 
brand postings as much as 5¢ to 6¢ 
gal. under the majors, it’s now rare 
to find a southwestern town or city 
where the differential is more than 
2¢ gal. 

As a top official of one major 
says: “Years ago there may have 
been a reason for letting the un- 
branded stations sell at cheaper prices. 
But times have changed. The better 
class private-brand station today sells 
products equal to most major brands 


in quality. Some of them conduct . 


pretty extensive advertising campaigns. 
And some have good brand accept- 
ance over several states. 

“In other words, they now equal 
or better us in station appearances, 
service and quality. Why should we 
give them a big price advantage?” 

The number of other major-com- 
pany people asking the same question 
is growing. Some feel the differential 
between major and unbranded prices 
shouldn’t be more than 1¢. Some 
say 2¢ is permissible if private brand- 


ers quit throwing in “weekend spe- 
cials” and other gimmicks. And some 
feel there shouldn’t be any spread. 

These feelings are about as much 
responsible for the current spate of 
price wars in Texas as the oversupply 
of product. 

How the majority of opinion crys- 
tallizes on the price differential, and 
when, will determine to a large ex- 
tent how much longer this area will 
be plagued with price wars. Should 
the majors refuse to let the 2¢ spread 
stand, the battle will probably be 
prolonged, because the private brand- 
ers won't give up their advantage 
without a fight. 

Actually, in areas like Ft. Worth 
and Oklahoma City, there was no 
price differential in August. Stations 
were selling at the same price, regard- 
less of brand. But both cities were 
involved in all-out price battles. 

A pattern could develop in either 
place, however, for the rest of the 
Southwest to follow. 


TOJA Builds a Home 


The Texas Oil Jobbers Assn. has 
opened its new office building in Aus- 
tin, the state capital. The one-story 
structure cost approximately $57,000, 
including land. 

The problem of finding office space 
at reasonable rent pushed TOJA into 
putting up its own building. It be- 
lieves it is the first jobber associa- 
tion to own its own quarters. The 
structure was built on a long-term 
loan, but the jobbers feel they can 
pay for the building in ten years. 

Part of the space will be leased 
out, with TOJA’s executive secretary 
Jamie Clark and his staff occupying 
the rest. A possible tenant is the Pe- 
troleum Marketers Assn. of Texas, 
the consignee group. There is consid- 
erable sentiment for having the two 
associations pool some overhead ex- 
penses and legislative efforts. 


Magnolia Petroleum, the southwest- 
ern affiliate of Socony Mobil, will 
construct seven sales development 
centers for marketing personnel along 
the lines of a pilot center recently 
opened in Dallas. There will be a 
company-operated station built in con- 
junction with each center. 

The centers will be built in Abi- 
lene, Houston, San Antonio and Ama- 
rillo, Tex.; Oklahoma City, Little 
Rock, and Alexandria, La. Each is 
home of a marketing district head-— 
quarters. The Dallas center will pro- 
vide personnel and know-how for the 
others. 
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The Rockies 


El Paso Pushes On 


GASOLINE MARKETING by El 
Paso Natural Gas Products Co. (NPN 
—Mar., pl54) is pushing steadily 
northward in the 
Rockies. Service 
stations are being 
opened for the 
first ime in Colo- 
rado and Utah. 
Two El Paso 
stations are near 
completion at 
Cortez, Colo., 
first in the state. 
Another will be 
a iste Fe momg opened in Duran- 
go and a Dixie 
outlet—also an El Paso brand name— 
will be located in Dove Creek. 

In Utah, El Paso’s first station is 
under construction at Monticello. All 
the Colorado and Utah stations are in 
the Four Corners area, where Utah, 
Colorado, New Mexico and Arizona 
join. 


Shale Oil Works 


Shale oil produced by the Union Oil 
of California pilot plant of Grand 
Valley, Colo., is being used—and suc- 
cessfully. 

It’s being burned at the uranium- 
vanadium processing plant of Union 
Carbide Nuclear Co., at Rifle, Colo. 
And Union Oil is using it to fire 
boilers at Grand Valley. 

Harry C. Peterson, superintendent 
of the nuclear facility, says, “We've 
made absolutely no alterations in con- 
verting to shale oil. Chemical analysis 
shows that shale oil has about the 
same caloric value as petroleum fuel 
oil.” 

The nuclear plant burns about 
60,000 gal. of fuel oil a month. It all 
comes from the Union Oil plant, which 
had a storage problem. “We were 
getting a surplus of the stuff,” says 
John R. Pownall, engineer in charge 
of the shale oil retort. 

The Union plant has produced about 
250,000 gal. of shale oil since it started 
operations in March. Union is sched- 
uled to complete its current experi- 
mental runs in December, so use of 
shale oil at the Rifle nuclear plant will 
end then. 





Co-ops Keep Abreast 


Leaders in the petroleum co- 
operative field were among the 2,500 
delegates who took part in a mid-year 


(Continued on page 160) 


October, 1957 +» NATIONAL PETROLEUM NEWS 








MANUFACTURERS OF 





GASBOY DOUBLE ACTION PUMP 


© 20°GPM 
e High Vacuum 


© Versatile 


MODEL 320 


SERIES “300” 
DUAL VACUUM HAND PUMP 


Action is right . . . 20* g.p.m. of it... from the 
industry’s most advanced double action hand pump. 
Now, at really low cost, you can provide top per- 


formance in the multiple uses for which in the past 


adequate equipment cost was prohibitive. 

You'll be terrifically pleased with the smooth and 
easy back-and-forth pumping motion . . . the 
Big Action 20 g.p.m. delivery rate . . . and-the low, 
low price of the GASBOY Series 300 . . . the latest 
product of Wilson research and engineering — 
your guarantee of the best in consumer-commer- 
cial pumps. 

Order your GASBOY Series 300 today from 
your nearest GASBOY representative. 


° @ 100 strokes 


WM. M. WILSON’S SONS, INC. 


LANSDALE, PA 9 
aSaNY rROROY ' id ROTABOY 





Regions 
(Continued from page 159) 


meeting of the American Institute of 
Co-operatives at Colorado State Uni- 
versity. Two comments: 

“Direct deliveries to consumers have 
caught the imagination of rural people 
in Michigan. . . . I am convinced 
there is merit in this type of program 
in certain areas. We can encourage 
farmers to buy in larger amounts and 
pay cash for these supplies—and save 
him considerable on his petroleum 
bill.” That’s the opinion of Earl Hunt- 


ley, manager of Farmers Petroleum 
Co-operatives, Lansing, Mich. 

“The co-operative can justify itself 
only if it can render a service equal 
to, or better than, its competitors. .. . 
Careful attention in selecting refinery 
locations and to capacity of such 
plants is necessary to compete with 
low-cost pipe line distribution. Perhaps 
co-ops should be watching the field 
of petrochemicals. . . .” That’s the 
view of Ralph Booker, National Co- 
operative Refinery Assn., McPherson, 





S killed Craftsmen 
D rentting efficiency 
nequaled 


he ew designs 


T echnically sound 


w ationally known 


T ailored to fit your needs 
H igh quality Low cost 
quipped to do your job 
R eliable—40 yrs. in the tank business 


Arureniwe-tisigs sell your products 


K nowledge of the Oil Marketer’s problems 
ervice to our customers 
e Yes, Southern Tank Spells out the best there is 


in truck tanks. 800 to 2100 gallons. Let us show 
you the advantages of a Southern Tank. 


OUTHERN TANK & MFG., 


150) HAYNES AVENUE 


1500 gallon—5 compartment 


INC. 


OWENSBORO, KENTUCKY’ 








The West 


Easing the Return 


PAYING TAXES may not be any 
pleasanter, but it should be easier 
thanks to the efforts of a committee 
headed by J. J. 
David of the 
Washington state 
department of li- 
censes. 
The committee 
was set up by the 
Pacific Region of 
the North Amer- 
ican Gasoline Tax 
Conference to de- 
vise a uniform 
gasoline tax re- 
port schedule. It 
has come up with one simple form to 
supplant the many now required by 
different states for monthly tax re- 
ports. 
Designed for use on accounting 
machines as well as in manual prepara- 
tion, the new schedule eliminates the 
need for multiple forms and is adapt- 
able to the requirements of the various 
States. 

The new form was developed in 
consultation with oil industry repre- 
sentatives as well as tax administrators 
from the western states. It is now in 
use in the state of Washington, and 
though not adopted, is accepted by 
Pacific Region states of the NAGTC. 

The schedule should allow most oil 
companies to process more of their 
gasoline tax reports on mechanical 
equipment, and simplify the necessary 
training and procedures for preparing 
tax returns. It may result in significant 
reductions in costs, the committee 
believes. 


Tidewater Gets 27 


New service stations, that is. Tide- 
water is expanding on the West Coast 
as well as the East, and recently signed 
up Los Angeles jobber Bonnar Broth- 
ers. 

The distributor’s 27 outlets formerly 
marketed Macmillan products. The 
company says the tie-up gives it “ex- 
cellent representation in many areas 
where Flying A stations are needed, 
and in no way affect the present exist- 
ing units.” 


Buy and Lease 


That’s the way Douglas Oil of Cali- 
fornia is expanding. It has announced 
receipt of a commitment from an 
eastern insurance company for the 
purchase and leaseback of $1.5-million 
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Bennett's 25 Macks lead a busy life. During the season, 
Mack tractor trailers supply Bennett’s local depots from 
the company’s main storage tank at night; join Mack 


chassis-mounted 


tank trucks for daytime deliveries. 


Despite these strenuous schedules, no Bennett Mack has 
ever had a breakdown due to mechanical failure. 


Lawrence J. Bennett, Inc., says: 


“here’s how we added customers... 
boosted earnings.”’ 


Dependable service is the key to 
the remarkable success of Law- 
rence J. Bennett, Inc., of Garden 
City, N. Y. Today, this fast-grow- 
ing fuel oil distributor has over 
7,000 regular customers in four 
Long Island counties. 


“Giving the best delivery serv- 
ice means delivering with the best 
trucks, ’’says President Charles E. 
Bennett. ‘““That’s why 95% of our 
fuel oil travels in Macks. 


“We've got to have trucks that 
stand up. With Macks we’ve never 


had a breakdown due to mechanical 
failure. We can’t afford trucks that 
give drivers a tussle . . . and our 
men say Macks have the best 
handling characteristics of any 
make. With up to 50,000 city miles 
per unit each year, we’ve got to 
have the finest transmissions 
made, and for our money that 
spells Mack. We’ve got to have 
reliable parts availability, and our 
Mack dealer gives the best. 

“In every way, Macks are the 
best truck buy for our operation.”’ 

Check Lawrence J. Bennett, 


Inc. Check any Mack owner. You’|! 
find that Macks, the finest trucks 
made, mean greater dependability, 
longer life, unmatched upkeep and 
fuel economies . . . more work per 
dollar. Mack Trucks, Ine., Plain- 
field, New Jersey. InCanada: Mack 
Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS 
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Now...STEP AHEAD OF 
COMPETITION...Make your 
Lubritorium an “invitation to 
new business"’ with 


Lincoln 


Lubreels 


There are three clear-cut reasons why Automotive Service 
Dealers, coast-to-coast, will find these new Golden Standard 
Lubreels a powerful influence for greater service sales volume 
... first, the exclusive feature of air-power actuation, plus 
smooth, uniform retraction makes it possible to handle more 
lubrication jobs with far greater efficiency than can be 
accomplished with conventional equipment; second, revolu- 
tionary functional styling commands customer attention and 
confidence in the dealer and his service; third, installation is 
simplicity itself and maintenance is the lowest ever recorded 
for similar equipment. 
When you are ready to make your lubritorium a proven 
“Invitation To New Business,” contact your local Lincoln 
and Service Wholesaler. He will consider it a privilege 
to serve you. 


Write for new Lincoln Catalog 57, 


or contact your Lincoln jobber. 
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TO INCREASE 
SERVICE SALES 
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Service Stations 


and. Garages 


All these Exclusive goiden 
standard features at no 
extra cost... 


1, ULTRA-MODERN STYLING—Vertical-fio styling of Lubreel 
cabinets, plus end panels richly trimmed in gold tone and heavy 
chrome assure maximum showmanship and resist collection of 
dust common to conventional design reels. 

2. ADJUSTABLE RETRACTION SPEED—Equalized pressure 
control on air-powered reels permits adjustment of tension to 
Meet operator’s personal preference. (Air cylinder consumes only 
ene cubic foot of air per 40 complete withdrawls of hose assembly) 
3. SMOOTH, EASY OPERATION—Lubreels unwind smoothly 
and evenly—no build-up in back pressure. 

4. POSITIVE LOCKING ACTION—Automatic reel latch as- 
sures automatic lock when reel-out is stopped. Releases instantly 
with short pull on hose for controlled, uniform retraction or 
further extension. 

5. AUTOMATIC SAFETY LATCH—Locks air-powered reels 
when air pressure is turned off either at compressor or in air line. 
Prevents hose from unreeling on floor causing accidents and 
damage to meters and valves. 

6. ADJUSTABLE HOSE EXTENSION—Threaded rubber ball- 
stop coupling between delivery hose and hose extension permits 
extension to be varied in length to meet ceiling height requirements. 
7. EASY INSPECTION AND ADJUSTMENT—Each Lubreel 
incorporates a removable panel so that inspection or adjustment 
of reel mechanism can be quickly made without taking Lubreel 
off ceiling and then re-installing it. 

8. FAST, SIMPLE INSTALLATION—To install, merely bolt 
mounting rails to ceiling or wall and attach Lubreels for each 
service to rails with two bolts (furnished)—no sub-base required. 


INEERING COMPANY 


LINCOLN ENG 


The Mcw M s 
*Trade Name Registered 5789 Noturel Bridac Avenu : é+ ‘Lewis Miss 


...The most trustworthy name in Lubricating Equipment 
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From exploration to refining, Butler buildings are naturally suited for offices, pump houses, sleeping quarters, 
garages, warehouses, factories, sales outlets —the list is as big as the industry. 


Butler =the one building system 


that serves an 


Isn’t it remarkable that one building system should 
have universal application in a gigantic industry 
as diversified as the gas and oil industry? They are 
used for comfortable sleeping quarters, attractive 
sales offices, simple tool sheds or spacious ware- 
houses. Some Butler buildings have been dis- 
assembled, moved and re-assembled dozens of 
times. Others are landmarks for decades. 

And there are good reasons for this popularity. 
Butler offers more than a line of metal buildings— 
they offer a system of construction that consists 
of pre-engineered, mass-produced components that 


entire industry 


meet virtually all the requirements of custom- 
designed buildings, plus providing unique advan- 
tages and economies of their own. 

Proof of Butler’s value is all around you in the 
hundreds of Butler buildings that provide maxi- 
mum satisfaction per dollar of construction wher- 
ever they are used. So before you build, talk with an 
owner of a Butler building. Or get the full story 
of Butler’s quality, economy and utility from your 
local Butler Builder. He’s listed under “Buildings” 
or “Steel Buildings” in the Yellow Pages. Or write 
direct to Butler Manufacturing Company. 


BUTLER MANUFACTURING COMPANY 


Nez, prow” 


7454 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Buildings + Oil Equipment + Farm Equipment * Dry Cleaners Equipment + Outdoor Advertising Equipment + Custom Fabrication 


Sales offices in Los Angeles and Richmond, Calif. » Houston, Tex. * Birmingham, Ala. + Atlanta, Ga. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, Ill. 
Detroit, Mich. * Cleveland, Ohio * New York City and Syracuse, N. Y. * Washington, D. C. * Burlington, Ontario, Canada 
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(Continued from page 160) 
worth of new multipump service sta- 
tions. The deal brings to nearly $3- 
million funds obtained from insurance 
companies for the purposes of modern- 
izing and increasing Douglas outlets. 
Douglas president W. G. Krieger 
says the financing will provide for 20 
to 25 modern stations. Eight multi- 
pump units were completed, with 
twelve more under construction. 


Dealer-Type idea 


A possible solution for the problem 
of defining a market area has come 
from a dealer representative. He’s John 
A. Touhey, executive secretary of the 
Southern California Service Station 
Assn. (NPN—June, p172), who seems 
to be undaunted by the failure of 
major companies and the Federal 
Trade Commission to agree on a satis- 
factory definition. 

The idea calls for every dealer to 
pinpoint on a map of his city the 
address of every credit card holder 
who makes a purchase from him. After 
one month, says Touhey, a definite 
pattern would take shape, revealing 
the locations from which the dealer 
draws his business. From this pattern, 
oil companies could establish | trade 
areas. 

If a dealer draws at least 50% of 
his business from five or even ten 
miles away, that should be his trade 
area, Touhey argues. 

“Even if suppliers will not accept 
this system of trade area pricing, it 
would serve as a solid argument in a 
court of law that the retailer is in 
competition with other retailers much 
further away than suppliers desire to 
admit,” Touhey says. 

The idea—which Touhey reports 
comes from a dealer—may not stand 
up under rigorous examination. For 
instance, Touhey is going on the as- 
sumption that the majority of service 
station business is from credit card 
customers, while supplier estimates put 
the number of card holders at 18% 
to 35% of all customers. 

But it might deserve a second look. 
After all, the FTC theorizes that a 
market area may be only a few blocks 
in the Sun Oil case, and then in the 
Pure Oil case suggests a market area 
may be a whole state or even several 
states (NPN—Nov. ’56, p97). a 
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Put lasting 
dependability 


between 
truck and 
tank... 























.. .with this rugged 
QUAKER HOSE 


Lightweight and ideal for suction as well 
as discharge, this hose is non-collapsible, 
with small outside diameter and high 
flexibility. Full opening is maintained in 
any position to assure even flow. 

Tube resists damage by petroleum 
products and aromatic fuels. Cover stands 
up to oil, sunlight, abrasion. Reinforced 
with spring steel wire and high tensile 


rayon. Couplings can be grounded to_ 


reinforcing wire. Available in lengths up 
to 50 feet at your nearby Quaker-Quaker 
Pioneer distributor. For free brochure, 
write: 


H. K. Porter Company, Inc., 
Quaker Rubber Works, 
Philadelphia 24, Pa. 
Pioneer Works, 

Pittsburg, Calif. 


H. K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 
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New “Auto-World” super-service station in Chicago 
area boasts attractive, high-level illumination with 
Revere Ultra-Lites and “4200” series floodlights. 
Ultra-Lites mounted on pump islands throw square 
shaped light patterns to eliminate “dark spots” at 
grade level and provide outstanding service area 
lighting. * 





2 
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Revere Ultra-Lites right for Chicago's “Auto World” 
Revere has the right 
fixtures for your job too 


For improving your service station outdoor light- 
ing, you can select the exact equipment from Revere 
—because Revere has the widest line of matched outdoor 
fixtures for service stations. Floodlights or island lights 

. . Mercury, incandescent or fluorescent illumination 
. . . rigid poles, or hinged poles for time-saving main- 
tenance at ground level . . . exclusive curb and flush 


type explosion-proof junction boxes — Revere has 
them all. 

Whether your needs call for a new installation, or 
modernization of present lighting, a Revere representa- 
tive can help you plan effective and economical lighting 
equipment for your particular layout. Write for com- 
plete Revere Catalog and get the facts before you buy. 


A Revere Electric Mfg. Co., 6009 Broadway, 
Chicago 40, Ill., UPtown 8-7100 
Write for Revere’s QCAzA ® : , : : Bi 
complete Catalog. Available in Canada thru Curtis Lighting, Ltd. 
Leaside, Toronto, Ontario 


Manufacturing Pioneer in Outdoor Service Station Lighting 
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National Congress of Petroleum Retailers 





NCPR Gives 


‘Em Hell 


@ Retailer group flays the majors, boos its own 
vice president for defending the API 


e Summer convention underlines an old issue: -- 
does NCPR really represent the dealer? 


A TOUGH ATTITUDE toward ma- 
jor oil companies has been nursed by 
the National Congress of Petroleum 
Retailers for a long time. Now it is 
tougher than ever: at the 11th annual 
NCPR meeting, a give-’em-hell spirit 
swept the floor sessions, and concilia- 
tory delegates ran for cover. 

When it was all over, the Gasoline 
Merchants of Brooklyn decided to 
pull out of the group, charging that 
NCPR doesn’t represent the dealer. 
They favor a conciliatory attitude 
toward suppliers. But their viewpoint 
is unpopular. 

NCPR’s attitude is wrapped up in 
a series of reports and resolutions 
featuring recommendations that favor 
government intervention in various 
ways. NCPR’s action is based on com- 
plaints of marketing practices de- 
scribed as de*-imental to dealers. 

Be-tough recommendations at the 
five-day convention at Cincinnati were 
plentiful: 

e NCPR voted to sponsor a bill 
establishing a National Oil Industry 
Supplier-Retailer Relations Board 
with provision for collective bargain- 
ing by retailers in negotiation of lease 
provisions. 

e That board would have power to 
adjudicate retailers’ grievances and 
complaints. 

© Reporting on “the problem of 
TBA pressure, threats, overloading of 
dealers with TBA products and anti- 
freeze, exclusive dealing require- 
ments, (and) lockout of competing mer- 
chandise”, NCPR voted to ask the 
Justice Department for remedial 
divorcement against “persistent TBA 
pressure violators.” 

@¢ NCPR will campaign for a 
$100,000 fine against violators of 
anti-trust laws. 

@ NCPR agreed to submit to the 
Federal Trade Commission new com- 
plaints and evidence of “tire price 
discrimination and repressive com- 
petition involved in cut-price tire 
sales where the cut prices are fixed 
by manufacturers.” NCPR will ask 
Congress to vote additional funds to 


FTC and DJ “to enable them to in- 
crease personnel and enforce existing 
laws more swiftly.” 

e NCPR voted to support a TBA 
divorcement bill if law enforcement 
fails. 

@ NCPR, opposing gasoline price 
signs “in any form”, recommended 
that all state associations try to get 
anti-price sign laws passed at state or 
local Jevels “depending on the need.” 

Booing and_ Bitterness—NCPR’s 
militant attitude was dramatized dur- 
ing a discussion of the Service Station 
Advisory Committee of the American 
Petroleum Institute. Former vice 
president Sam Rosenwasser, Brooklyn 
dealer, was booed after defending the 
committee and urging continued 
NCPR participation. Later NCPR 
took action that amounted to a vote 
of censure of API. 

At the same time, the delegates 
adopted a by-laws amendment re- 
quiring any officer or director to 
resign if he can’t carry out policy. If 
he won't resign, impeachment pro- 
ceedings will follow. 

Rosenwasser, a vice president since 
1953, was not on the nominating 
committee’s slate of candidates. De- 
clining a floor nomination, Rosen- 
wasser declared, “There is a definite 
disagreement over vital issues.” 

After the meeting, Rosenwasser 
stated, “NCPR doesn’t really repre- 
sent the dealer. It’s all stacked. . .It’s 
a subsidiary of the Michigan associa- 
tion. . .It is a propaganda body trying 
to entangle the industry in much 
legislation. 

“I challenge anybody to show what 
NCPR has accomplished for the 
dealer. The dealers haven’t been able 
to get control of their own associa- 
tion. . .The sensible thing to do is to 
try to talk with your opponents (the 
majors). API gives us a forum for 
that.” 

Rosenwasser’s group, the Brooklyn 
Gasoline Merchants, has withdrawn 
from NCPR. 

John Costello, Washington, D.C. 
dealer and former director who was 
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Associations 


defeated in the elections, denounced 
NCPR. “The most significant thing is 
that we went backwards,” he said. 
“There is no question in my mind but 
that the Congress is dominated by 
Snow (William D. Snow, counsel) and 
Nerlinger (John W. Nerlinger, Jr., 
executive secretary). I'm so disap- 
pointed I don’t know what to do. I'm 
not going to drop out or recommend 
that the Metropolitan Retail Gasoline 
Dealers Assn. —{Washington, —D.C.) 
drop out, because there is a need for 
the Congress. But this isn’t a congress 
of dealers; it is a congress of exec- 
utive secretaries.” 

Cash B. Hawley, NCPR president, 
replied sharply to the charges. “NCPR 
is the most democratic organization 
I can think of; and it will be that way 
as long as I am president,” he de- 
clared. “It is not dominated by Snow 
and Nerlinger. Anyone would be 
wrong in their head if they thought 
so. It is logical that when a person is 
defeated he feels bitter. 

“Apparently Sam (Rosenwasser) 
can’t follow the wishes of this Con- 
gress. He has to do the bidding of 
other people. It doesn’t matter if 
Brooklyn withdraws. 

“Costello has given comfort to 
those opposing our movement.” 

Giveaway Fighters—On a less 
controversial note, NCPR took a 
vigorous stand against trading stamps, 
premiums and gimmicks. It recom- 
mended the establishment of a clear- 
ing house for the exchange of trading- 
stamp information. One of the 
member associations would serve as 
a clearing house, obtaining informa- 
tion from the others. The object is to 
combat stamps. 

The induction of five associations 
raised the membership total to 71 
(70 without Brooklyn). Nerlinger esti- 
mated a total turnout of between 450 
and 500, including those from nearby 
areas who visited briefly. 6 


South Carolina Jobbers 





Private Brand Puzzler 


THE GROWING VOLUMES sold by 
private brand operators and dealer 
education were both onstage and off- 
stage topics of conversation at the 
South Carolina Oil Jobbers’ Assn.’s 
summer meeting. 

The jobbers and their wives—some 
250 strong—combined a weekend of 
pleasure at Isle of Palms with two 
days of work at Charleston’s Fort 
Sumter Hotel and came up with a 
successful meeting. 


(Continued on page 168) 
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(Continued from page 167) 

Unbranded Competition—Much of 
the jobber’s talk centered around the 
number of new private brand stations 
in the state and the increased volume 
at many of the older stations. 

Private brand sales for the first six 
months of ’57 were 10% over the same 
period last year, according to one oil 
man in a position to know. State Tax 
Commission figures show that total 
sales were up less than 1%. 

The state figures for licensed dis- 
tributors are somewhat out of line for 
comparison purposes because of the 
increased sales during June °56, an- 
ticipating the federal tax increase 
effective July 1. Sales during June °57 
show a 7.3% decrease, upsetting the 
six-month report. But this is not suffi- 
cient to change the over-all picture of 
increase in private brand sales. One 
example cited was the increase in sales 
by Gulf to Spur of some 14,000 gal in 
June 57 over June °56. 


Lubrication 


Industry leaders at the Charleston 
convention were convinced that sales 
by other unbranded marketers who do 
not pay the tax directly to the State 
Tax Commission were up more sub- 
stantially. 

The trend isn’t entirely new, but 
it has developed more rapidly in the 
past year. The jobbers feel it’s going 
to continue as the public becomes more 
dollar-conscious. One upstate jobber 
says, “Money is getting harder. When 
that happens people are going to shop 
for price. The unbranded boys are 
giving them the price. Their sales can’t 
go anywhere but up.” 

Dealer Turnover—The problem of 
dealer turnover caused a lot of dis- 
cussion in post-meeting conversation. 

One operator told of a typical inci- 
dent. “A man who had worked for 
me a year or so ago,” he said, “came 
to me recently and asked me to cash 
his check. It was for $196. That was 
his week’s pay. He’s working at a new 


industrial plant in town. Now how 
can I meet that?” 

A fellow jobber sitting nearby added, 
“Let’s face it. We’re now getting what's 
left.” E. B. Beard, Beard Qil Co., 
Camden, commented, “It costs even 
a small operation like mine about 
$1,000 every time I lose an operator. 
We've got to find some answer.” 

The Education Committee headed 
by Fred Herlihy, Jr., of Orangeburg 
is preparing a report for the associa- 
tion’s next meeting. Plans on the edu- 
cational program developed after a 
conference with Brice W. Cecil, of 
American Petroleum institute’s mar- 
keting division. W.G. Willard, SCOJA 
president, felt certain an educational 
program will be adopted. 

A review and forecast of the 1957- 
58 legislative program was provided by 
J. T. Melton. Furman E. McEacherb, 
executive secretary of the state’s High- 
way Safety Committee, outlined the 
group’s safety research program. @& 


Are ‘Multigrade’ AT Fluids Needed Now? 


Auto engineers are saying one grade isn't enough — that more 
must be developed. Here are their reasons why... 


ONE GRADE of automatic trans- 
mission fluid can’t meet all the de- 
mands of today’s motor vehicles. 
Two or more grades are needed. 

That’s the consensus of oil and 
automotive engineers surveyed by 
NPN. They want a multigrade sys- 
tem like that used in lube oils. They 
don’t think as many grades are re- 
quired, but they’re convinced that 
fluids have to be tailored to the spec- 
ial needs of different kinds of vehi- 
cles and driving. 

Some time ago, auto engineers be- 
gan calling for an improved trans- 
mission fluid. They wanted a fluid 
with anti-foaming properties. And 
they wanted one that would resist 
high-temperature breakdown. 


Now they concede that present 
fluids may be suitable for many ex- 
isting car needs. The problem lies, 
they say, in the wide range of require- 
ments of police cars, taxis, truck 
fleets and other service vehicles. 

Rapid Development—Nearly 80% 
of today’s new cars are being equip- 
ped with automatic transmissions. 
Therefore, engineers say, AT fluid is 
no longer a minority problem. 

An automotive engineer points out 
a continuing trend to smaller trans- 
missions. Foaming and squawking has 
always been a problem, he says, but 
in smaller transmissions it will be 
worse unless new fluids are developed. 

This expert adds that smaller trans- 
missions operate at higher tempera- 


tures. Something must be done to 
prevent oxidation and breakdown. 

Leakage through transmission seals 
is another cause of concern. Some 
auto engineers insist that present AT 
fluids adversely affect seals. They 
contend that the best type of fluid 
would be one that caused seals to 
swell. An oil engineer, on the other 
hand, says the auto industry must 
come up with better seals to lick 
the problem of leakage. 

Higher density fluids for rough 
driving and high temperatures seem 
to be a possible solution to some of 
these problems. But most engineers 
agree that the needs of everyday 
driving must be satisfied by another 

sg 


fluid type. 
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Meter tests take only a few minutes with this 500-gal. mobile calibrating unit 


How to Handle Meter Testing 


i“ 
Se 
MO fon vie ord Sal 
rae 


. Ss 


e A mobile unit safeguards jobbers and consignees, and pays off | 


for the equipment jobber who runs it 


@ Cost is moderate because customers are lined up to split the 


expense of field testing trips 


IF YOU DON’T HAVE your own testing equip- 
ment, there’s always a tendency to put off having 
meters checked. That’s why oil jobbers and con- 
signees in Maine and New Hampshire welcome 
the mobile testing service (picture) provided by 
Gould Equipment Co., Portland, Me. 

Major companies usually have their own test 
equipment, but few jobbers have enough meters 
to justify the expense. They can’t call on the state 
sealer because his 100-gal. portable tank isn’t 
adequate for loading rack meters. Gould has no 
authority to affix a seal but cooperates with the 
various state and city sealers. The local man is 
called in to witness tests, and where a meter is 
within tolerance he puts on his official seal. 

How Often?—There’s no legal requirement to 
be met and Gould reports some marketers never 
have their meters looked at. Others, for their own 
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protection, have standing orders for testing at six- 
month, one-year or two-year intervals. 


Cost Is Moderate.—Gould salesmen line up 
groups of customers in the same general area 
prior to a field trip. Gould charges $5 per meter, 
plus mileage at 20¢ a mile, one way. On a typical 
700-mile trip, the total mileage of $140 will be 
split among 40 customers, bringing the mileage 
cost down to $3.50 each. Meter repairs, if needed, 
are charged for at $3.50 per hour. Field repairs 
are attempted only on Brodie meters, the line 
Gould handles. To that extent the Gould truck 
furnishes a traveling combination meter test and 
repair service. 

Here’s the Equipment Lineup.—The Gould test 
tank was designed to appear like an ordinary small 
truck tank, with a single 500-gal. compartment in 
front. The space directly behind the tank contains a 








Equipment 


(Begins on page 169) 


- ..-50-gal..low test measure in the center 


rai 2 


and: parts cabmets on the side. 
_= The-neck of the test tank is a brass 
«cylinder from a 5-gal. hand pump, 
fitted: with a gage glass°24” long, and 
san etched plate graduated in tenths 
of a gallon over and under the zero 
mark“in the center‘of the neck. 

The neck is removable. It’s joined 
to the tank with an 8” Ever-Tite 
coupling. In transit the neck rides in 
the can box, strapped to a holder, 
while the tank opening is covered 
with an 8” Ever-Tite dust cap. 

In the tank outlet is a 3” internal 
emergency valve operated from a side 
cabinet. Product can be drawn off 
through the valve by gravity or 
pumped through a 75-ft. length of 
Hewitt hose carried on a Hannay reel, 
or through several lengths of 244” 
Hewitt tank car hose carried in hose 
tubes. 

A 200 gpm, 3” Blackmer truck 
pump, with strainer and bypass valve, 
is driven by power takeoff. Maxi- 
mum flow, through the 242” hose, is 
about 160 gpm. At that rate the test 
tank can be emptied in a little over 
three minutes. 

Loading Rack Tests—At the cwis- 


tomer’s bulk plant the Gould truck ~ 


pulls under a loading spout and draws 
* off 500 gal. to the zero mark on the 
neck. Then the meter is read and if 
an adjustment is necessary the meter 
is checked again by drawing off an- 
other 500 gal. 
Where practical, an empty tank 


170 


trailer is drawn up beside the test 
truck with the 2%” hose sections 
connecting the two tanks. That way 
the test tank can be emptied at once 
into the trailer, and several tests can 
be run off rapidly. 

In some plants, especially smaller 
ones, it may be necessary to move the 
test truck after each run, so as to 
pump back into customer’s storage. 
And if there’s no provision for pump- 
ing back at ground level, the length of 
1%” hose has to be used to reach 
the top of a storage tank. 

Truck Meter Tests—The 50-gal. 
measure used for. testing truck meters 
is a square tank with a tapered bot- 
tom, standing 26” high on four cas- 
ter-tipped legs. There is a level on each 
side. Graduations are in cubic inches 
over and under the zero mark. 

The 2%” outlet is fitted with a 
visigage and a Morrison quick-closing 


valve. On the road, the can is held 
in place with thumbscrew clamps. 
Upon arrival, two light metal tracks 
(stored in tubes in the compartment) 
are run out, and the tank rolled from 
truck bed to ground. 

The discharge end of the hose from 
the truck meter to be calibrated is 
then set in the neck of the measure, 
and 50 gal. of product drawn off. 
After adjustment, if needed, the small 
tank is emptied by pumping the con- 
tents back into the customer’s tank 
truck. 

This part of the job is done by 
coupling a 242” hose from the small 
tank to the pump on the big test tank, 
and a 1%” hose from the pump to the 
fill dome of the truck being tested. 
Less than a minute is needed to empty 
the small test tank, so that as many 
tests as are needed can be run off 
quickly. 

Accessories—The test truck is pro- 
vided with a 10-Ib. CO2 extinguisher 
and a 10-lb. dry power extinguisher. 
A spotlight with a swivel base is 
mounted on the top catwalk. Com- 
partments are interior-lighted. 

Meter parts are carried in eight 
suitcase-like aluminum containers, 
stored on shelves in the rear com- 
partment. Contents are noted on the 
outside of each container. A covered 
pan with compartments, fitted into a 
shallow slot below the 50-gal. can, 
carries a supply of various size meter 
gaskets. 

Other equipment includes a 5-gal. 
test can, a 5-gal. funnel, a 5-gal. tank 
truck bucket and a grounding reel. 
plus a vise and tools. Driver’s cab 
has a large heater and a radio. 

Ralph Gould, head of Gould 
Equipment, says he has no testimonial 
letters, since customers in Maine are 
never effusive. “However, they pay 
the bills promptly and continue to 
use the test unit service,” Gould says. 

“Calibration of meters is as im- 
portant as an impregnable office safe 
and a_ trustworthy bookkeeper,” 
Gould adds. * 


What's New in Equipment .. . 





Bulk plant check valve 

. . . is said to eliminate drop-back 
entirely, without line shock, by means 
of a spring-loaded disc. Other features 


-are: guided bearings on both sides of 
the disc; metal-to-plastic leak-proof 
> seating; open area in excess of pipe 


‘area. Standard line of CPV check 
valves is made in pipe sizes from 2” 
to 10”, for pressures up to 2500 psi. 
Bodies ore of semi-steel with bronze 


trim. Valves operate in any position. 
Other sizes and materials are available 
on special order. Combination Pump 
Valve Co., 850 Preston St., Philadel- 
phia 4, Pa. 

- Circle No. 1 on coupon, p. 172 


Truck lamp 

. . . added to the Warren “Snap Seal” 
line is the model B-90. According to 
the manufacturer, it’s the first vapor- 
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proof, double-faced, directional lamp 
to be put on the market. A socket 
threaded for “4” conduit is said to 
provide complete protection from 
stones, road wash, dirt. “Snap Seal” 
internal “O” ring sealing the lens to 
the body is said to make it pressure- 
tight against water, dirt and vapor. 
Die cast aluminum body is surface- 
treated and finished with baked ena- 
mel. Heavy-duty “4s” diameter stud 
and secure mounting exceeds SAE 
and ICC requirements. 
Circle No. 2 on coupon, page 172 


Truck tire balancer 


. . Sold under the trade name of 
“Flite Positive” is said to permit both 
static and dynamic balancing of heavy- 
duty wheels without using the trial and 
error method. Employs new principle 
claimed to balance any wheel within 
two minutes with the use of only two 
weights. Dynamic Center Engineering 
Co., Inc., P. O. Box 226, Lawrence- 
ville, Ga. 

Circle No. 3 on coupon, page 172 


Bumper signs 

. .. can be mounted on passenger cars 
used for business purposes without 
any depreciation or damage to the 
car. Frame of heavy polished alumi- 
num tubing, with sign panel of 20 
gage sheet steel with baked enamel 
finish. Manufacturer claims no drilling 
is necessary. Advertising message can 
be furnished in colored enamel or 
Scotchlite. Bumpa-Tel Sign Co., Box 
181, Mounds, Iil. 

Circle No. 4 on coupon, page 172 


Two truck lamps 


. have been introduced for clear- 
ance and tail light requirements. 
Model S-200 has one %” IPS 
threaded connection; Model S200-2 
has two threaded connections, one at 
each end, so that it can be used as 
a junction box. Size 2” wide by 
63/64” high permits use of standard 
SAE 3 c.p. #63 or #67 bulb. Rugged 
plastic lens has a scientifically designed 
hot spot. “O” ring lens-to-housing seal 
completely excludes all exterior condi- 
tions and permits easy lens removal 
and replacement without use of screws, 
clips or gaskets. Meets all SAE and 
ILL requirements. Betts Machine Co., 
Warren, Pa. 

Circle No. 5 on coupon, page 172 


Emergency ramps 
. . for servicing foreign cars or for 
handling overflow work when lifts are 
busy consist of 10-gage, welded steel 
flanged tracks, and platforms. Front 
or rear wheels can be raised 16” off 
the ground. Features include anti-slip 
metal mats for wet tires when backing 
on the ramps, plus anti-slip rubber 
chock pads. Adelramp Co., 5912 W. 
Chicago Ave., Chicago 51, Ill. 
Circle No. 6 on coupon, page 172 
(Continued on page 172) 
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TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3973 th Des Moines, lowa Amherst 2-1975 
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MICHIGAN 


Gasbay Pues 


For every size consumer- 
commercial account. 


BROTHERS, INC. 
Hermansville, Mich. 
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TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
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NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


e OPW Valves and Fittings 
Marlow Pumps 
Blackmer Pumps 
Erie Pumps and Equipment 
WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 


Mcle 


NEW YORK 





EDWARD JOY COMPANY 

905 Canal St., Syracuse, N. Y. 

COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye — Tokheim Pumps, 
National ECO Tireflators 
Rectorseal ~~ Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 








PENNSYLVANIA 


PENNSYLVANIA 


EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohic 


Hose and Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

sg & Equipment 
BULK TERMINALS TRUCKS 
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RUTLEDGE EQUIPMENT CO. 


334 Blvd. of Allies Pittsburgh 22, Pe. 


R Service Flood Lights 
“GES Tecipment-—Buckeye Velves © 


Granco Pumps & Meters—Air 
Compressors 














PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 

BIST RNONT ORS FOR: Wayne Pumps & Equip- 

ment, 0.P. a! and Fittings, Gorman-Rupp, 

Fill-Rite fenos, Whiteway Lighting, Saylor-Beall 

Compressors and National Hose. 

211 Lincoinway West, New Oxford, Pa. 
MAdison 4-4131 
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(Continued from page 171) 


Sealed beam 


. . » 500 watt PAR-64 lamp is con- 
structed of cast aluminum with heat 
radiating fins. Has weatherproof uni- 
versal joint and built-in aiming clip. 
Mounting arm is threaded 3/4” and 
furnished with a locknut. Two varia- 
tions are available: The first offers a 
1/2” inside thread in the mounting 
arm, plus a 1/2” threaded nipple for 
installing on Steberlite cast aluminum 
fittings having 1/2” threaded open- 
ings; the other variation is a water- 
tight connector to accomodate No. 
16/2 or 16&3 cable. Also a special 
group of fittings with a 3/4” tapped 
openings is available including a para- 
pet-mounting flange. Steber Mfg. Co., 
Broadview, Ill. 


Circle No. 7 on coupon, page 172 : 























New LPG valve 

. is intended primarily for liquid 
transfer purposes on consumer bulk 
storage containers. Feature of this in- 
expensive, arge-capacity transfer 
valve is a synthetic rubber V-ring 
packing said to provide leak-proof 
performance. The flange ring stem 
seal also permits a relatively high lift, 
thus allowing ample flow through the 
large internal passages with a mini- 
mum of pressure drop. At 10 Ib. pres- 
sure differential, will pass 17 gpm of 
propane without optional excess flow 
valve. Bastian-Blessing Co., 4201 W. 
Peterson, Chicago 30, Il. 


Circle No. 8 on coupon, page 172 


* pins FURTHER INFORMATION 


‘Dual tire valve 


; automatically equalizes the air 
pressure between a pair of duals. Can 
be quickly pre-adjusted to any desired 
operating pressure. Operates to pre- 
vent pressure build-up in one tire be- 
cause of a leak in the other tire in 
the pair. Also compensates for un- 
equal initial inflation, or for subse- 
quent failure to check air pressure. 
Carlan Instruments Co., Inc., 1375 
Park Ave., Cranston 9, RI. 


Circle No. 9 on coupon, page 172 


Lightweight hose saddle 


. . is said to permit quick and easy 
slinging of oil cargo hose without 
kinking or damage. Made of specially 
reinforced Fibreglas, the saddle fits 
all hose up to 8” in diameter. Boston 
Woven Hose & Rubber Co., P. O. Box 
1071, Boston 3, Mass. 


Circle No. 10 on coupon, page 172 


nt or literature described in this issue: CIRCLE THE NUMBER 
pon a, Fill in the reply coupon, clip and mail to 
@ Readers’ information Service 
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Drum lift 


. . . is a one-man controlled, hydrauli- 
cally operated lift that will elevate a 
drum 56” in vertical position, and 63” 
for pouring. Stands 6’ 6” in height. 
Handles drums up to 800 Ibs. Pour- 
ing position extends 10” over tank lip. 
Sparkproof wheels available if de- 
sired. Hamilton Equipment Co., 31 
Beckwith Ave., Paterson, N.J. 


Circle No. 11 on coupon, page 172 





Fuel oil filter 


. . . can be serviced without tools and 
without mess. Of same design as used 
on cars, new filter is “spin-on, spin- 
off” type that makes for quick, easy 
replacement, with no filter pot to clean. 
Can be used.on all one- or two-pipe 
(high or low pressure) systems. Unit 
consists of fuel line adapter and spin- 
on cartridge. Wix Corp., Gastonia, 
N.C. 
Circle No. 12 on coupon, page 172 


NATIONAL PETROLEUM NEWS * October, 1957 



















Hose dolly 


. . . is non-sinkable, and if lost over- 
board can be easily sighted and recov- 
ered because of its bright yellow color. 
Heavy-duty casters swivel a full 360 
degrees. Of reinforced Fibreglas, dolly 
fits all sizes of heavy duty and light- 
weight oil cargo hose. Boston Woven 
Hose & Rubber Co., P. O. Box 1071, 
Boston 3, Mass. 


Circle No. 13 on coupon, page 172 






Barrel truck 


. .. Called the “Float-away” has finger- 
tip control that locks truck in a safe 
upright position. New chime hook 
handles all types of barrels and drums. 
Roller bearing wheels have vulcan- 
ized-on rubber tires; dust seals on the 
inside; smooth dust cap on the out- 
side. Loaded barrel can be conven- 
iently placed in horizontal position for 
draining. Dico Co., Des Moines, 
lowa. 

Circle No. 14 on coupon, page 172 


Spring-loaded check valves 


. . are said to eliminate line shock 
and drop-back losses as well as trou- 
blesome false meter registrations. 
Other construction features: guided 
bearings on both sides of disc; sta-rite 
metal-to-plastic leak-proof seating; 
open area in excess of pipe area. The 
standard line of CPV check valves is 
made in pipe sizes from 2” to 10” 
and for pressures up to 2500 psi. They 
Operate in any position. Bodies are of 
semi-steel with bronze trim. Other 
sizes and materials available on special 
order. Combination Pump Valve Co., 
850 Preston St., Philadelphia 4, Pa. 

Circle No. 15 on coupon, page 172 

(Continued on page 174) 
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Announcing 


NEW STEPPED-UP 
RICHFIELD 
HI-OCTANE 


... Still at regular price 
_ , to distributors, dealers, consumers 


— 







in that headline, you’ve got the big gasoline news of the year: 
a gasoline that saves money for motorists 
a gasoline that makes money for every Richfield Distributor 


New Richfield Hi-Octane Gasoline offers these important performance 
benefits: new higher octane, higher power, longer mileage, anti-stall, 
anti-icing, anti-rust. And this new product will be advertised on thou- 
sands of colorful billboards monthly from Maine to Florida. There 
will be station displays and dealer aids, too. 

IMPORTANT: New Richfield Hi-Octane is the kind of gasoline every 
motorist wants, a high octane fuel at regular price—ideal for most cars 
on the road today. It’s a worthy power partner of Super Premium 
Richfield—the super fuel for the very latest, highest-compression cars. 
Think of the advantages two such popular products can give you—as 
an independent Richfield Distributor. Write, wire or phone. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine to Florida 
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FOR 


TANK TRUCKS 
TRANSPORTS 
BULK TRANSFER 


40-300 GPM © PRESSURE TO VOO PSI 





Furnished in hi- and lo-drive design — 40-300 GPM sizes, pressures 
to 100 PSI. A rotary unit, with accurately machined alloy iron gears 
. .- heavy duty bronze bearings . . . hardened steel drive shaft . . . with 
mechanical seal — (packed box, if desired). Adjustable relief valve is 
standard. Bulk plant units on bedplate, with or ready to receive motor, 


are also made by Roper. 


SEND FOR CATALOG 957 


GEO. D. ROPER 
CORPORATION 
480 Blackhawk Park Ave. 
Rockford, llinois 
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New floodlight 
. . « Called the Powerbeam Sports- 
lighter is designed for coverage of 
wide areas. The unit uses a 500-watt 
projector bulb sealed inside a heavy 
duty cast aluminum housing with a 
heavy plated steel trunion bracket. 
Degree-marked vertical and horizontal 
aiming quadrants permit pre-focus on 
the ground during daylight hours. 
Manufacturer claims maintenance sav- 
ings include lamp replacement, which 
is cut in half by use of 2,000-hour 
lamps, and elimination of cleaning, 
since reflecting surfaces are perma- 
nently sealed inside. Several models 
are listed with narrow spot, medium 
and wide flood patterns. Complete ac- 
cessory fittings include pole top, mid- 
pole, wall and cross-arm mountings. 
Descriptive bulletin P-104 available. 
Stonco Electric Products Co., 333 
Monroe Ave., Kenilworth, N. J. 


Circle No. 16 on coupon, page 172 





Vacuum cleaner 
. . . is designed specifically for use in 
cleaning automobile interiors. When 
coupled to any air outlet in the sta- 
tion, air pressure is converted and 
multiplied to a high vacuum. Operates 
at any pressure above 60 Ibs. Weighs 
2-% lbs. Manufacturer suggests add- 
ing quick coupler to air inlet to permit 
use as needed in any part of station. 
May also be used for cleaning inside 
of tire casings. U. S. Engineering & 
Manufacturing Co., 3254 W. Lincoin 
Ave., Chicago 13, lil. 

Circle No. 17 on coupon, page 172 
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All-nylon filter 


. . is Said to be effective in filtration 
of lube, diesel and hydraulic oils, 
gasoline, insecticides and cutting oils. 
One-piece nylon moldings with nylon 
mesh and supporting structural frame 
are injection-welded together in a per- 
manent bond. Custom-molded in 
types, sizes and shapes to meet specif- 
ic filtering requirements. Danielson 
Mfg. Co., Industrial Products Div., 
Danielson, Conn. 


Circle No. 18 on coupon, page 172 


Lube Service Center 


. . is the name of a new service sta- 
tion fixture. Features include card file 
pockets for each day of the month; 
aluminum desk top; detachable alumi- 
num clip board and chain; side pock- 
ets for lube guides; drawer space for 
service order forms. All-metal unit 
can. be attached to wood or masonry 
walls or columns or mounted on a 
bench or counter. Modern Metal Prod- 
ucts Co., Greensboro, N.C. 


Circle No. 19 on coupon, page 17? 
(Continued on page 176) 


SERVICE STATION 
FOR JET FIGHTERS 


High-flying tankers refuel supersonic jet fighters by a com- 
pletely automatic “probe” and “drogue” method. A vital fea- 
ture of this technique is a compact, easy-to-handle hose and 
integral coupling assembly developed and manufactured by 
Hewitt-Robins. This aerodynamically balanced hose trails at 
high speed without wobbling, absorbs tremendous shock loads 
and buffeting, and provides maximum safety for both aircraft 
and crew. 

Inflight Refueling Hose is only one of the many special types 
of hose which Hewitt-Robins has developed for producers, mar- 
keters, and users of petroleum products. To find out how H-R 
products and services can help you, consult your classified tele- 
phone directory for the nearest H-R representative, or contact 
Hewitt-Robins, Stamford, Connecticut. — 


‘ \ 


CONVEYOR BELTING AND IDLERS... POWER TRANSMISSION DRIVES 
INDUSTRIAL HOSE... VIBRATING CONVEYORS, SCREENS & SHAKEOUTS 
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FORTY EXECUTIVES from active 
member companies of the National 
Assn. of Oil Equipment Jobbers have 
signed up for the group’s second 
annual management institute. The 
three-day course will be held at Ohio 
State University starting Nov. 13. 

No further enrollments can be ac- 
cepted, says Fred Coffield, Jr., chair- 
man of the management development 
committee. Courses to be offered in- 



























COMPLETELY EMPTIED 
WITH A VIKING PUMP 
















$ rant with a positive Viking 
Rotary Pump that primes itself 
quicker. A Viking is at work 
while many other pumps are 
still priming themselves. 







FINISH with a Viking pump 
that will strip the tank fast and 
completely without 
equipment. A 






auxiliary 







Viking never 










Equipment Men Hold Management Session 


VIKING — the leader, 
not a follower, in Rotary Pumps 


clude department management, com- 
pensation and incentive planning, and 
sales training techniques. 

L. T. White, vice president, Cities 
Service Oil Co., will be a guest lec- 
turer. 

The association found it advisable, 
because of intense interest in the in- 
stitute, to set a limit on the number 
of students that could be accepted 
from any one member company. 


- 
| 


PARTIALLY EMPTIED WITH 
MANY CONVENTIONAL PUMPS 





“loses your What's 
more, when you use positive 
Viking Rotary Pumps, there’s no 
uncertain delivery of the liquid 


even to the bottom of the tank. 


prime.” 


For complete information on 
positive Viking Pumps, available 
in capacities from 2/3 to 1050 
GPM, send for Folder 57Sr. 








a 













Cedar Falls, lowa, U.S.A. 
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VIKING PUMP COMPANY | 


Offices and Distributors in Principal Cities. See Your Classified Telephone Directory. 


In Canada, it's "ROTO-KING” pumps 
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Two-way radio 


. . . Uses transistors in receiver and 
25-watt transmitter. Replacing vibra- 


tors with transistors, manufacturer 
claims, cuts down major maintenance 
problem, adding up to less downtime, > 2 
lower maintenance and improved opér- ‘ 
ation. Unit can be mounted under the 
dash or in trunk. Operates on 12-volt 
systems that have negative terminal 
grounded. Motorola Communications 
& Electronics, Inc., 4501 W. Augusta 
Blvd., Chicago 51, Ill. 

Circle No. 20 on coupon, page 172 


LPG lift trucks 


. . are now available in the Clarklift | 
line. Components of the LPG system | 
are interchangeable on all Clarklift 
models, and have UL approval. Safety 
features include a 375 psi relief valve 
built into the tank; valve mounted ex- 
cess flow check valve; quick discon- 
nect coupler with check valves in both 
fittings; solenoid valve; hydrostatic re- 
lief valve; fused vacuum switch and 
a tank guard. Industrial truck division, 
Clark Equipment Co., Battle Creek, 
Mich. 

Circle No. 21 on coupon page 172 


Midget thermometers 


. . are designed for use in tight cor- 
ners in pipe line and tank installations. 
Available in three lengths from 2” 
stems to 6” stems, and in four tem- 
perature ranges. Right angle stems 
can be furnished in left side, right 
side or back angle construction. Tubes 
can be replaced without removing 
well. Weksler Thermometer Corp., oe 
Freeport, N.Y. 

Circle No. 22 on coupon, page 172 


Air cooler 


. is said to provide comfortable 
working conditions in service areas 
during summer weather. Cooling is by 
evaporation. Unit may be mounted on 
a stand to permit moving to any lo- 
cation inside or outside the station. 
International Metal Products Co., 500 
S. 15th St., P.O. Box 1712, Phoenix, 
Ariz. 

_ Circle No. 23 on coupon, page 172 















































































Hollow-shaft motors 


. are now available in totally en- 
closed and explosion-proof designs for 
hazardous locations. New line has UL 
approval. Ratings range up to 700 hp, 
in all types of enclosures, with either 
rigid or self-release couplings. Cov- 
ered in bulletin 51B7900A. Allis-Chal- 
mers Manufacturing Co., Milwaukee 
1, Wis. 

Circle No. 24 on coupon, page 172 


Pipe joint compound 


. sold under the trade name of 
Gasoila, now contains a new anti- 
skinning ingredient said to prevent 
skin formation during application or 
while exposed to the air in open con- 
tainers. Manufacturer claims coating 
remains moist until bond or union is 
completed, and that a Gasoila seal will 
remain elastic and resist vibration 
without cracking. Said to be insoluble 
in gasoline, oil butane, propane and 
solvents. Approved by UL. Federal 
Process Co., 1120 Citizens Bldg., 
Cleveland 14, Ohio. 

Circle No. 25 on coupon, page 172 





Manufacturers... 





Graver Tank & Manufacturing Co., 
E. Chicago, Ind., observes its 100th 
birthday this year. The business had 
its origin in a backyard metalworking 
shop started by William Graver, Sr., 
and his brother in 1857 in Allegheny 
City, Pa. 

The company now operates five 
plants and eleven sales offices. Its oil- 
field equipment division has sales and 
service facilities in 18 oil producing 
centers. 

Control of the company passed to 
Phoenix Manufacturing Co., of Joliet, 
Iil., in 1929. A move is currently un- 
der way to merge Phoenix with Union 
Tank Car Co., of Chicago. Since 1929 
virtually all of Union’s tanks have 
been produced by Graver. 


Philadelphia Pump and Machinery 
Co., a wholly owned subsidiary of 
American Meter Co., has been merged 
into the parent organization. Hence- 
forth it will be known as the Phila- 
delphia Pump division of American 
Meter Co., with headquarters at 13500 
Philmont Ave., Philadelphia. Phila- 
delphia Pump makes controlled ca- 
pacity pumps and liquid proportioning 
equipment specializing in the high 
pressure requirements of petrochemi- 
cal processing. Robert J. Browne, 
formerly project engineer of the Pump 


Div. of Eaton Manufacturing Co., will 
be chief engineer and general manager 
of the new Philadelphia Pump div. 
Louis G. Alaman will continue as 
sales manager. 


Harden Equipment Co., Savannah, 
Ga., has moved into a new office, 
warehouse and repair shop building 
at 1628 Damon St. The new space is 
two and a half times the size of former 
quarters. Mailing address (P. O. Box 
1194) remains unchanged. 


National Assn. of Oil Equipment 
Jobbers has applications for associate 
membership from two equipment 
manufacturers. One is the Quincy 

Co., Quincy, Ill. Presi- 
dent of Quincy is Mac Irwin; sales 
manager is Loren Gillhouse. 


The other applicant is Steber Mfg. 
Co., Broadview, Iil., maker of lighting 
equipment. Walter T. Callaghan is 
asst. sales manager; Robert J. Besal 
is field sales manager; Ray P. Benson 
is advertising manages; D. V. Vesely is 
chief engineer. 


Pump & Tank Co., Inc., held a 
grand opening at Salem, Va., in mid- 
September. They picked an unusual 
date—Friday, Sept. 13—and preceded 
the event with a barrage of teaser 
mailings (the first: a die-cut replica of 
a Gilbarco gasoline pump). Without 
identifying the sender or the event, 
the message simply urged the recipient 
to watch for Friday, the 13th. 


The Kansas City office of Bennett 
Pump division, John Wood Co., has 
moved to new, enlarged quarters at 
214 W. 39th St., Kansas City 11, Mo. 
In addition to more office space, the 
new quarters also provide for an 
equipment display. R. W. Lane is 
Kansas City district manager. 


Ralph Gould, of Gould Equipment 
Co., Box 1611, Portland, Me., is let- 
ting it be known he’s thinking of 
taking on a line of prefabricated metal 
buildings, including porcelain enamel 
stations. He’s asking interested manu- 
facturers to get in touch with him. 

(Continued on page 179) 



















Only AV E R-Tl T [E Phen Couplinal 


can make all these claims 








Superior quality 


—precision machined 


Uniform wall thickness 
—no weak spots 


Extra heavy reinforcing rim 


Larger diameter cam ears 


for longer service life 
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Extra 
Hi-Strength Stainless 
forged Steel pins 
handles —greater 
—greater safety and 
economy longer 
service 
Uniform heavy wall thickness 
—no weak spots 
















Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 















ARO has everything 


im modern lube e 


AL-207 PUMP... 


whether you do 50 or 500 lube jobs 

a month . . . you'll find AROLUBE 
equipment unbeatable for your needs! 
ARO lubricators are powered with |” 
the amazing AL-207 Pump .. . uses / 
Jess air to pump more lubricant. 


SEE YOUR AUTOMOTIVE 
WHOLESALER NOW FOR DETAILS. 





LEEEEEEEEEE AL 


WARRANTED FOR 3 
YEARS OR 10,000 
LUBE JOBS! 


ARO warrants the AL- 
207 Air Motor to be free 
from defects in work- & LUBRICATING 








EQUIPMENT 


manship and materials § # 
for 10,000 lube jobs or //|f 
3 years, whichever oc- : 
curs first, from date of 
purchase. 


te 
i tbe ote abe oi abn oe tin afte ot abe 
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Literature ... 





(Continued from page 177) 


Wheaton catalog No. 65 


. . « is a 100-page brochure covering 
loading arm assemblies, loading valves, 
swing joints, truck tank equipment, 
storage tank fittings and miscellaneous 
products for handling bulks liquids. 
Contains specifications, diagrammatic 
views and recommended applications. 
One complete section is devoted to 
engineering data. Wheaton Brass 
Works, Springfield Rd., Union, N. J. 
Circle No, 26 on coupon, page 172 


Electric heater 


. . . hook-ups for storage tanks hold- 
ing viscous fluids are detailed by 
schematics and photographs in new 
eight-page bulletin. Heaters up to 600 
KW or more can be installed in tanks 
holding fuel oil, asphalt, and road oils 
among other fluids. Haynes Electric 
Heating Div., Turbine Equipment Co., 
Mountainside, N. J. 
Circle No. 27 on coupon, page 172 


Brass hose fittings 


. . for low and medium pressure 
service are described in a new 8-page 
bulletin. Le-Hi Div., Hose Accessories 
Co., 2704 N. 17th St., Philadelphia 
32, Pa. 

Circle No. 28 on coupon, page 172 


Car model index 


. « « lists all passenger cars by year 
and make from 1946 through 1957 
and cross indexes every car by model 
name and model number. Copies are 
Offered free upon request if accom- 
panied by a stamped, self-addressed 
envelope of full page size. Kem Mfg. 
Co., Inc., Fairlawn, N. J. 

Circle No. 29 on coupon, page 172 


Lube booklet 


- + « COntains complete motor oil and 
gear lubricant recommendations, plus 
crankcase, transmission, differential, 
tractor final drive, and cooling system 
capacities for passenger cars, trucks 
and farm tractors. New 1957 edition 
embodies modifications in styling de- 
signed to increase the efficiency of the 
as a pocket-sized reference. 
Chek-Chart Corp., 33 E. Congress 
Pkwy., Chicago 5, Ill. 
Circle No. 30 on coupon, page 172 


Tire Guide 


. . . for truck fleet operators includes 
inflation pressures at different loads, 
instructions for installing new tires, 
balancing tires and wheels, matching 
duel assemblies and performance data. 
Included with other technical informa- 
tion is material about wide-base rims. 
Seiberling Rubber Co., Akron 9, Ohio. 
Circle No. 31 on coupon, page 172 


Instrument brochure 


. . « describes and illustrates a variety 
of temperature and pressure-measur- 
ing devices used in the oil industry, 
laboratories, sockets, test wells, hydro- 
meters and other accessories. Weksler 
Thermometer Corp., 195 E. Merrick 
Rd., Freeport LJ., N.Y. 
Circle No. 32 on coupon, page 172 


Valve bulletin 


. . covers complete line of North 
American safety shutoff valves. De- 
scribes and illustrates the standard 
solenoid-operated valve approved by 
FM, UL and CSA; the four combina- 
tions of holding devices that may be 
substituted for the solenoid; and the 
weatherproof model for outdoor ser- 
vice. Includes capacity tables and 
shows eight different installation an- 
gles. North American Manufacturing 
Co., 4455 E. 71st St., Cleveland 5, 
Ohio. 

Circle No. 33 on coupon, page 172 





Equipment 





Submersible motors 


. .. for remote fuel systems are cov- 
ered in new literature showing con- 
struction details, dimensions and con- 
trols. Line includes motors from 1/3 
to % HP electric motors for sub- 
merged booster and remote fuel dis- 
pensing systems. Motors are lubricated 
and cooled by the gasoline, jet or 
heating fuel in which they are sub- 
merged. Windings are embedded in 
plastic and hermetically sealed in a 
welded stainless steel case. Thermal 
cutoff operates if liquid level drops 
below pump. Disconnect feature per- 
mits easy removal of motor-end cast- 
ing and cable. Control box with neon 
pilot light monitors up to eight pedes- 
tals. Franklin Electric Co., Inc., Bluff- 
ton, Ind. 
Circle No. 34 on coupon, page 172 


Drive booklet 


. . covers Westinghouse gearmotors 
and package drives. Horizontal, verti- 
cal, right angle, open, enclosed, ex- 
plosion-proof, AC and DC units are 
illustrated with their respective re- 
duction ratios and output speeds. 
Gearmotors are designed in accord- 
ance with AGMA classes I, II, III and 
range in speed from 7.5 to 780 rpm. 
Ask for copy of DB-3650. Westing- 
house Electric Corp., P. O. Box 2099, 
Pittsburgh 30, Pa. 

Circle No. 35 on coupon, page 172 

(Continued on page 180) 
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BIRTANK 


STANDARD OF QUALITY 
































DIVISION OF 


Serving the oil industry since 1923 


BIRMINGHAM TANK COMPANY 







THE INGALLS IRON WORKS COMPANY 


P. 0. BOX 1490 Telephone FAirfax 2-330 
BIRMINGHAM, ALABAMA 

















End cold weather damage 
to your Gas or Diesel Engines 







INSTALL 


eat Hotstart 


electric pre-heater 






















KIM HOTSTART plugs into the electric 
circuit when engines are not in use. It 
draws cold water from the engine, 
heats it, then circulates it back through 
the engine. No need for heated ter- 
minals. Engines remain warmed-up; 
start quickly. You don’t use as much 
fuel and spend less on repair bills. 
Four KIM models are available. In- 
stallation is simple. See your automo- 
tive supplier or write for literature. 


A; 
QUICK, EASY STARTS 








REDUCES ENGINE WEAR 





KIM HOTSTART MANUFACTURING COMPANY 


West 917 Broadway, Spokane 1, Washington 








































































HANNAY Hose Reels are being 
used to speed up petroleum deliv- 
eries, save hose and cut maintenance 
costs. No other hose reel offers the 


efficient operation, dependability, 
ruggedness and ‘‘extras” you are 
assured of with a HANNAY... 
the standard of the Petroleum in- 
dustry. Choose from hundreds of 
standard types and sizes or have a 


HANNAY built to your specifications. 


.-- Greatest Name 
in Hose Reels 


CLIFFORD B. HANNAY & SON, INC. 
Westerlo, N. Y. 


















































© 1957 C.6.n.4s., WNC. 
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(Continued from page 179) 
Personnel ... 





William J. 
Hoffman is_ the 
new manager of 
the Central Div. 
office of Rotary 
Lift Co., at 35 
E. Wacker Drive, 
Chicago. His pro- 
motion is part of 
an expansion at 
Chicago that in- 
cludes the fol- 
lowing personnel 
changes: 

R. E. Denkler is being transferred 
from Detroit as district representative. 

B. L. Bailey, sales engineer, has 
been transferred from the home office 
at Memphis to Chicago. 

Rotary is a division of Dover Corp., 
producing oil-hydraulic elevators and 
industrial lifts at Memphis and auto- 
motive lifts at Madison, Ind. 

o 


Ralph W. 
Lohse, formerly 
manager of the 
Chicago division 
of Amco Corp., 
has joined Ever- 
Tite Coupling Co. 
as West Coast 
manager. He will 
make his head- 
quarters in Los 
Angeles and will 
cover eight west- 
ern states, assisting Ever-Tite distribu- 
tors who call on the petroleum trade. 

o 


R. S. Candee has been named man- 
ager of air compressor sales for the 
Kellogg Div., American Brake Shoe 
Co. He takes over from F. L. Cogs- 
well, vice president, who now has 
charge of a new product Kellogg is 
offering to the aviation industry. 
a 


H. E. Anderson has been nominated 
to serve as the next president of the 
National Assn. of Oil Equipment Job- 
bers. The election will take place at 
the group’s forthcoming annual con- 
vention in Memphis, Oct. 20. Ander- 
son heads the North West Service 
Station Equipment Co., Minneapolis. 

Two men nominated for vice presi- 
dent are Fred Coffield, Jr., president 
Coffield Supply Co., Inc., South Bend, 
Ind.; and Warren Cruzen, president, 
Cruzen Oil Equipment Co., Inc., 
Memphis. Both men are currently 
serving on the NAOEJ board. 
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Warren D. De- 
Witt has been 
transferred to 
Columbus, Ohio, 
and promoted to 
Ohio Valley Dis- 
trict Manager for 


. the Blackmer 
Pump Co. He has 
/ ' been with Black- 
mer for the past 
DeWitt 


two years. He is 

graduate of Hope 
College, Holland, Mich., ‘and served 
over four years as an aviator in the 
U. S. Navy. He will be responsible 
for Blackmer sales activities in the 
states of Ohio, Kentucky, and West 
Virginia. 





Harold L. Col- 
well has been 
named director of 
advertising and 
market research 
at Vulcan Con- 
tainers, Inc., of 
Bellwood, Iil. 
Among other 
things, he will be 
responsible for 
new product de- 
velopment for 
Vulcan’s Bellwood and Toronto plants 
in both their steel pail and tin can 
divisions. 





Colwell 


James M. Hv- 
guenard, since 
1948 vice presi- 
dent and general 
sales manager of 
the Tokheim 
Corp., has been 
elected to the 
board of direc- 
tors, replacing 
. Slater, 
deceased. Hugue- 
nard has been 
with Tokheim since 1927, and has 

; served in the company’s purchasing, 

: credit, advertising and sales functions. 





Henry M. Coombs is the new presi- 
dent of the Indiana Oil Equipment 
Co., Indianapolis, succeeding Ralph 
M. Hoffhein, who has resigned for 
reasons of health. Coombs has been 
attorney for the company since 1940 
and chairman of the board since 1949. 
He is a graduate of the University of 
Indiana law school. Hoffhein in turn 
becomes chairman of the board and 
will act in an advisory capacity. He 
has been active head of the firm since 
he founded it 23 years ago. 











Chicago. He joined American Meter 
as a sales engineer in 1936, became 
assistant manager of the Mid-West 
Division in 1946 and division engi- 
neer in 1951. 








* 

W. V. Stockton, Jr., has been named 
product manager for all American 
Meter measurement and regulation 
equipment for the LPG industry, and 
for Ohio Injector lubricated plug 
valves. He was formerly district sales 
manager for the Philadelphia area 
with headquarters at Wynnewood, Pa. 
He will make his headquarters at 
American Meter’s new executive of- 
fices in Philadelphia. 





Wilmarth 





Raymond B. Wilmarth has been 
named manager of the Mid-West divi- 
sion of American Meter, with head- 
quarters at 122 S. Michigan Ave., 
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Now! Get 
maximum 
protection 
against collision 
hazards 



























This Tokheim 
impact Check 















Vaive is designed 






specifically for 
remote control 










gasoline dispensing systems. 


New TOKHEIM Impact 
Check Valve 


This new safety vaive guards against 
fire and possible loss of product when 
a dispensing pedestal in a remote sys- 
tem is hit. A sharp blow actuates the 
valve and shuts off the flow instantly. 
It is designed with a shear section. In 
the event the pedestal is severed from 
its mounting, the supply line is 
broken at the shear point, closing the 
valve instantly before fire has a chance 
to start. A big improvement over 
valves that rely on intense heat for 
actuation! Utilizes the same proved- 
and-tested poppet principle as in other 
famous Tokheim valves. Externally 
tamper-proof. Write for bulletin show- 
ing complete line of Tokheim valves. 






SIMPLE DESIGN— FOOLPROOF 
MECHANISM— DEPENDABLE ACTION! 














Pendant keeps valve open during normal oper- 
ation—in no way impedes flow of gasoline. Then, 
sharp blow! Pendant disengages from the poppet 
stem (above right) closing the valve instantly. 









Write, wire or phone today! 








General Products Division 
TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVE. SINCE 1901 FORT WAYNE 1, IND. 























Subsidiaries: Tokheim N.V,, Leiden, Holland —GenPro, inc., Shelbyville, !nd, 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
in Canada: Tokheim-Reeder of Canada, itd., 205 Yonge St., Toronto, Ont, 
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Winter Prospects: Not Too Hot 


Most gasoline markets are messy enough right now, without the 
unappetizing prospect of distillate complications 


That far-away look in the eyes of old- 
time marketing men at mid-month 
meant they were trying to remember 
when the gasoline business might have 
been more mixed up. 

From Portland, Me., to Portland, 
Ore., and from Minnesota to Texas 
there were retail gasoline price wars. 
The wars made little economic sense 
—except that some dealers seemed 
intent on beating the law of service 
station averages by getting, for a short 
time at least, those extra gallons at 
the expense of the guy on the next 
corner. 

The pall of gloom that settled over 
New York cargo brokers when the 
summer trading doldrums started be- 
came a little thicker as the sales slump 
extended itself.another month. They 
gloomily forecast another slow month 
in spot cargo sales. 

The Gulf Coast, for the most part, 
was placid. There were two excep- 
tions, but in general trade sources said 
the market place was empty of buyers. 
Sellers, they said, were “playing it 
smart and not appearing anxious.” 

One of the two exceptions that 
gave a little life to the Gulf market 
were supplemental purchases of spot 
cargoes of bunker “C” fuel that gave 
some relief to record inventories. How- 
ever, API statistics showed that resi- 
dual stocks along the Texas and 
Louisiana coasts were 22% higher 
than last year. 

The other exception—an offering 
of No. 2 fuel—set marketers’ teeth 
on edge for a while. This occurred 
when a reseller began offering two 
cargoes of No. 2 fuel (some said it 
was three cargoes) at prices substan- 
tially lower than Gulf Coast cargo 
posting of 9¢ gal. Varying reports 
placed the prices on these cargoes 
from 9¢, delivered: New York, all the 
way down to 8¢, FOB Gulf. Last heard 
on the offering was that the reseller 
returned the material unsold to the 
supplier. 

The market picture had one bright 
spot—the Midwest. Gasoline demand 
was strong and some suppliers were 
in a bind in coming up with full re- 
quirements in some areas served by 
the Great Lakes Pipe Line. 

Demand here, in fact, was likened 
to a party-pooper who suddenly comes 
to life when it’s time to go home. 
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Gasoline in August snapped out of its 
summer-long slump and prices began 
pointing toward a late-season “bull 
session.” 

Great Lakes Pipe Line gasoline 
prices advanced 0.25¢ on August 27. 
At mid-September, some suppliers had 
advanced another 0.25¢ to recover a 
full 0.5¢ of the 0.75¢ lost in June. 
Discounting of Chicago gasoline quo- 
tations by 0.25¢, common at the 
Franklin Park pipe line terminal all 
summer and reportedly at local re- 
fineries as well, gave way to talk of 
open hikes in spot quotations as Sep- 
tember got under way. Price shading 
ended in northern Indiana. And inter- 
company swapping assumed flea-mar- 
ket frenzy as suppliers scurried to 
cover commitments. 

Midwest gasoline stocks on Aug. 30 
were roughly 8% below a year ago, 
and movement was good. Pipeline 
shippers looked for sustained heavy 
demand throughout October and pos- 
sibly into mid-November. Prospects of 
a good-to-excellent harvest season in- 
dicated farm consumption might ap- 
proach last year’s record level. 

Prices certainly were due for a 
boost, if a comparison with 1956 
figures (not allowing for January’s 
crude hike) mean anything. Chicago 
sellers this August were asking 12.75¢ 
for 89 Oct. product, against 13¢ last 
year. 

But there were reasons for the re- 
luctance to boost prices in September. 
Marketers had to consider the resump- 
tion of activity at Pure’s Lemont, Ill., 
refinery and at Ohio Standard’s four 
Cleveland-area__ refineries, putting 
about 175,000 b/d of product back 
on the market after months of strikes. 
Also, river shippers who had laid low 
in recent months, because of “uneco- 
nomic” Chicago prices, were prepared 
to invade the area with large shipments 
should prices rise to make the local 
market attractive to downriver sup- 
pliers. 

Too, an apparent increase in crude 
runs by Midwestern refiners in prepara- 
tion for the heating oil season augured 
rising gasoline production that might 
alter the tight supply picture in a few 
weeks. 

Most observers in September felt 
gasoline prices would stay firm through 
early autumn, but would have some 


trouble making the hope-for late-sea- 
son ascent to recover all of the 0.75¢ 
June cut. 

Heavy oils showed little sign of a 
thumping recovery from what Chicago 
sellers termed a “terrible” summer as 
September hit the half-way mark. Chi- 
cago prices were 0.25¢ off the 1956 
low, another 0.25¢ off was common 
sub rosa, and yet secondary suppliers 
waited for cold weather before doing 
any serious buying. Summer-fill pro- 
grams which ended Aug. 31 aroused 
practically no interest. In rural areas 
it was the same story—prices could 
be shaded to the marrow, but buyers 
weren’t intrigued. 

Along the Atlantic Coast, the com- 
mon lament was that the time was 


year is no exception. Mid-September 
found primary marketers nervously 
watching the calendar with one eye 
and mounting storage and supply com- 
mitments with the other. 

Most sources agree that October is a 
big month in the oil heating industry— 
a month that could firm up or break 
a market. And wholesalers were com- 
plaining that if contract takings dur- 
ing most of September were any in- 
dication of what fall demand would 
be like, “we might be in for a rough 
winter.” 

As usual, the “psychological” buy- 
ing habits of barge resellers in not 
making summer purchases of light 
fuels took much of the steam out of 
summer-fill programs. 

Basic difference between this year 
and last, despite similar summer-fill 
policies, were market conditions. In 
the spring of 1956, stocks in second- 
ary storage were lower than the spring 
of 1957. At the same time, prices held 
fairly strong and the tanker market 
was steady. 

This year, conditions swung around. 
Marketers wallowed through a mild 
spring and heating oil prices tumbled 
in a series of reductions that removed 
all confidence. Meanwhile, the easy 
tanker market this summer in addition 
to cheap-priced product offerings orig- 
inating at the Gulf tended to further 
undermine prices along the Eastern 
Seaboard to the point that resellers 
had no faith that prices finally might 
have bottomed. ® 
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Market Barometer 





PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


GASOLINE 


53 55 JFMAMJJASOND 
1957 


YEAR 49 51 53 55 JFMAMJJASOND YEAR 49 5) 


PRODUCTS VS. CRUDE U-S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 
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Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 8 crude producing areas, including California. 
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Refinery and Terminal Prices 





MOTOR GASOLINE 


























































































































om Coast Cargoes Sept. 9 Sept. 3 Aug. 26 Aug. 19 
oct. prem... .14.75-15.25 14.75-15.25 14.75-15.25 14.75-15.25 
1 ont prem... 18.25-14375 18.25-14.375 18.26-14.375 18.25-14.375 
= prem..... mee 12.5-13.25 12.5-13.25 12.5-13.25 
83 oct oe esas 11.76 12.625 = :11.75-12.625 —«11.75-12.625 —‘11.75-12.625 
03 oot. reg... Ht 12. 11.5-12.625 11.5-12.625 11.5-12.625 
$0 ook rg... 11.261 11.25-12.25 11.25-12.25 11,25-12.25 
87 oct, reg... 10.878-11.75 10.875-11.75  10.875-11.75 —-10.875-11.75 
84 oct. reg... 10.5.11.25 10.5-11.25 10.5-11.25 10.5-11.25 
83 oct. reg... 0.876-11.25 10.375-11.25  10.375-11.25 —-10.375-11.25 
18 oct. reg... 10.126-10.5 10.125-10.5 10.126-10.5 10.125-10.5 
leaded........ 10-10.25 10-10.26 10-10.25 10-10.25 
pe N.Y. 
prem... .. 20.2 20.2 20.2 
91 oct reg........ 15.7-16.7 15.7-16.7 15.7-16.7 15.7-16.7 
97 oct. prem... ...18 18 18 18 
on oct. prem... ..15.1-14.5 ia 14.5 ial 14.5 14.1-14.5 
bees x - “14. 1- 
90 oct. reg... | 146 146 
pe mm 
prem....,14,7-18.2 14.7-18.2 14.7-18.2 14.7-18.2 
es ont prem... .14.7-18.2 14.7-182 14.7-18.2 14.7-18.2 
$i oct, Prem... -13.9-16.4 13.9-16.4 13.9-16.4 13.9-16.4 
prem... .13.9-16.4 13.9-16.4 13.8-16.4 13.9-16.4 
prem.....18.4 18.4 18.4 18.4 
90 oct. sere: -. 16.9 15.9 15.9 15.9 
96 oct. prem... . .15.45-17.65 15.45-17.65 15.45-17.65 15.45-17.65 
9  § — 13.95.14 . 1a6- 14.6 13.981 6 130 
& ~ yee 95-14, 4, 13.98-14.6 
87 oct. reg... ... 14.15 14.15 14.15 14.15 . 
oct. prem..... 15.25-17.3 15.25-17.3 15.25-17.3 15.25-17.3 
97 oct, prem... ..14.75 14.75 14.75 14.75 
$ oct. prem. ....14.5-14.75 14.5-14.75 14.5-14.75 14.5-14.75 
a1 oct. reg....... 13-13.8 13-13.8 13-13.8 
oct. reg....... 12.75-13 12.75-13 12.75-13 12.75-13 
ex. 
96 oct. prem..... 16.5 16.5 16.5 16.5 
89 oct. reg....... 13 13 13 13 
95 oct. 
prem.....16 16 16 16 
90 oct. reg... |. 14 14 14 14 











X. 
wehnd 14.95-16.25 









































































































































14.95-16.25 14.95-16.25 14.95-16.25 
89 oct. reg....... 12,2-12.75 12.2-12.75 12.2-12.75 12.2-12.75 
Jackoonvtiie, 
prem..... 16.4-17.65 16.4-17.65 16.4-17.65 16.4-17.65 
89 oct. reg....... 14.9 14.9 14.9 
ye Fla. 
oct. prem..... 16.65 16.65 16.65 16 65 
oct. reg... ..... 149 14.9 14.9 14.9 
Mols.-St. Minn. 
| oct. prem..... 15.75 «15.75 15.5-15.75x 15.5 
oct. reg....... 13 x13 12.75-13x 12.75 
96 oct. | 
prem..... 16.6-17.8 16.6-17.8 16.6-17.8 16.6-17.8 
89 oct. reg... .... 148 148 14.8 14.8 
ot eek 18.9 
prem..... 18.9 18.9 18.9 
91 oct. reg....... 16.4 16.4 16.4 16.4 
py 0 17.9 
prem..... d 17.9 17.9 17.9 
89 oct. reg....... 144 14.4 144 14.4 
Va. 
97 oct. prem... .. 16.2-18.5 16.2-18.5 16.2-18.5 16,2-18.5 
95 prem..... 16.25 16.25 16.25 
91 ocr. reg....... 14.7-14.9 14.7-14.9 14.7-14.9 14,7-14.9 
90 ee 14.75 14.75 14.75 
96 oct. prem..... 16.45 16.45 16.45 16.45 
89 oct. reg....... 147 14.7 14.7 14.7 
97 prem..... 18.3-18.5 18.3-18.5 18.3-18.5 18.3-18.5 
91 oct. reg....... 14,7-15 14.7-15 14.7-15 147-15 















Prem..... 16.05-17.65 16.05-17.65 


14.3-14.9 


16.05-17.65 
14.3-14.9 


16.05-17.65 
14.3-14.9 












Ga. 
prem..... 16.05-17.9 
aie = ote 14,3-14.9 





16.05-17.9 
14.3-14.9 


16.05-17.9 
14.3-14.9 


16.05-17.9 
14.3-14.9 

















T Fia. gsi 
96 oct. prem. .... 15.95-17.55 
89 oct. reg....... 14.2-14.8 
Wilmington, N. C. 

oct, prem..... 15.02-17.55 
93 oct. prem..... 14.85 

oct, reg....... 13.02-14,25 
87 oct. reg....... 13.5 
Okla. (Okla. 
98 oct. prem. ... . 14.5-15.25 
89 oct. reg....... 12-12.5 
60 oct. M & below 11.25-11.5 
Okla. Group 3 (Northern shpt.) 
98 oct. prem..... x14.75-15 
89 oct. reg....... x12-12.25 
60 oct. M & below x11-11.5 
N. Tex. (Tex. & New Mex. shpt.) 
97 oct. ooo AROS 
95 oct. prem 
88 oct. reg... 
96 oct. 
84 oct. 
60 oct. 
W. Tex. Mex. 
97 oct. prem... .. 15.2-16.075 
95 oct. prem. .... 15.2-15.825 
88 oct. reg....... 14.2 
86 oct. reg....... 13.7-13.95 
84 oct, reg....... 13,45 
60 oct. M & below 12.7-13.45 
E. Tex. (Truck transport lots) 
97 oct. 
88 oct. 
86 oct. 
84 oct. 
oct. 


, 


97 oct. 
95 oct. 
88 oct. reg....... 
86 oct. reg. 
84 oct. 
oct. 


60 
Ark. (For shpt. to Ark. & La.) 








84 oct. POg....... 12 

Kans. (For Kans. destinations only) 
oct. prem. .... 14.75-15.25x 

89 oct. reg....... 12-12.5x 

96 oct. reg....... 11.25 

60 oct. M & below 11-11.75x 

94 oct. prem..... 14.76 

88 oct. reg....... 13.5-14.9 

ou 


Ohio— Quotations of 8.0. Obio fordelivery to Ohio 
15.2 15.2 


90 oct. reg....... 


Central Michigan 
97 oct. prem..... 16-16.45 
oct, 


84 oct. reg....... 13.6 







Sept. 3 


15.95-17.55 
14.2-14.8 


16.02-17.55 
13.02-14.25 
13.5 

14.5-15.25 


12-12.5 
11.25-11.5 


14.25-15 
11.75-12.25 
10.75-11.5 


15-16.5 
15-15.75 
13.25-14.45 
13.25-14 
13.25-13.75 
11.875-13.7 


15.2-16.075 
15.2-15.325 


14.2 
13.7-13.95 
13.45 
12.7-13.45 





16-16.45 
13.75-14.2 


16.4-16.7 
16.8 


pene 


13.6 


MOTOR GASOLINE 


Aug. 26 


15.95-17.55 
14.2-14.8 


15.02-17.55 
14.85 
13.02-14.25 
13.5 


14.5-15.25x 
12-12.5x 
11.25-11.5 


14,5-15 
11.75-12.25 
10.75-11.5 


15-16.5 


13.25-13.75 
11.875-13.7 


15.2-16.075 
15.2-15.325 


14.2 
13.7-13.75 
13.45 
12.7-13.45 


12 
11-115 


14.75 
13.5-14.9 


14.75-15.5 
18.25-13.75 


15.4 
13.65 


points: 


15.2 
16-16.45 
13.75-14.2 


7 a 





Aug. 19 


15.95-17.55 
14.2-14.8 


15.02-17.55 
14.85 
13.02-14.25 
13.5 

14.5-5 


12-12.25 
11,25-11.5 


14.25-15 
11,75-12.25 
10.75-11.5 


15-16.5 
15-15.75 
13.25-14.45 
13.25-14 
13.25-13.75 
11,875-13.7 
15.2-16.075 
15.2-15.325 
14.2 
13.7-13.95 
13.45 
12.7-13.45 


15-16 


14.7515 
12-12.25 


12 
11-11.5 


14.76 
13.5-14.7 


14.75-15.5 
13.25-13.75 


15.4 
13.65 


15.2 
16-16.45 
13.75-14.2 
16.4-16.7 
15.8 


13.6 


16.4-16.7 
15.8 
13.6 


20.6 
17.4 


21.1 
17.9 

















Refinery and terminal prices herewith are reproduced from Platt’s 
ram Price Service, a daily publication associated with NPN. 
tices n in refinery and terminal tables are sales prices, or 

quotations, or general Se to reported by refiners, 

by pipe line terminal operators, by river terminal operators, 
and tanker terminal operators, for current sales and shipments, 
except as otherwise specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by dis- 
counts off a s ; “market-da shipment” prices; prices 
named in contracts; prices arrived at in accordance with arrangements 
made prior to date of sale. Prices made to brokers, and prices in 
inter- transactions, also are not considered in the tables except 

low. 


as E 
Prices shown are for quantities in bulk such as tank car lots, or 



























































truck transport lots or barge lots. Pri 
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cunt) Gor Suben, Comet oat se = 
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DISTILLATES & FUELS 





Gulf Coast Cargoes Sept. 9 
41-43 w.w. kero. .9-11 
No. 2 fuel .9-10.5 
53-57 d.i. gas oil, .9.375-10.75 
48-52 d.i. gas oil. .9.25-10.625 
43-47 d.i. gas oil. .9.126-10.5 
Bunker C fuel... .$2.55-3.15 
Bunker C fuel 

max 1% sulfur. $2.60-3.15 
Albany, N. Y. 
Kerosine/No, 1... 11. 
No. 2 fuel. ..... .10. 
Diesel oil, shore 


2-1 
7-1 


1.7 

1.2 

plants... . -11,1-11.6 

No. 4 fuel. ..... .$4.23-4.33 
No. 6 fuel, no sulf. 


Kerosine/No. 1.. .11-11.5 
lo barges... . 

No. 2 fuel. ...... 10.5-11 
do barges. ... . .10.25-10.75 

Diesel oil, shore 
plants... ; 


ts. . .10.9-11.4 
No. 4 fuel $3.91 
arges $3.52 
No. 6 fuel, no sulf. 
| Bae $2.98 
lo barges..... $2.95 
Li ht Diesel, 
inkers...... .$4,43-4.64 
Heavy Diesel, \ 
bunkers >... . .$4.38 
Bunker C. bunkers $2.95 
Baton . 
Kerosine/No. 1... 10.6 
No. 2 fuel. . 10.2 
— oil, shore 



























Bunker C, C, bunkers $2.92 


N 
No. 5 f 


Gem, in, 
No ffocl 010086 











Corpus Christi, 
No, 6 fuel, no sulf. 

do barges...... $2.90-3.15 
No. 6 fuel, max. 


1% sulf, ha ety 
Bunker C, ers $2.90-3.15 





* Beery 
No. 1 fuel....... 12.85 
No, 2 fuel. ...... 11.85 
No. 5 fuel. ...... 9.6-10 
No. 6 fuel. ...... 8. 


Sept. 3 Aug. 26 
9-11 9-11 
9-10.5 9-10.5 
9.375-10.75 9.375-10.75 
9.25-10.625 9.25-10.625 
9.125-10.5 9.125-10.5 
$2.55-3.15 $2.55-3.15 
$2.60-3.15 $2.60-3.15 
11.2-11.7 11.2-11. 
10.7-11.2 10.7-11. 
11,1-11.6 11.1-11.6 
$4.23-4.33 $4.23-4.33 
$3.23 $3.23 


11-11.5 11-11.5 
10.75-11.25 10.75-11.25 
105-11 10.5-11 
10.25-10.75 10.25-10.75 
10.9-11.4 10.9-11.4 
$3.91 $3.91 
$3.52 $3.52 
$2.98 $2.98 
$2.95 $2.95 
$4.43-4.64 $4.43-4.64 
$4.38 ers 
$2.95 $2.95 
10.6 10.6 

10.2 10.2 

10.5 10.5 
$3.23 $3.23 
$2.73 $2.73 
$2.70 $2.70 
$4.20 $4.20 
$3.94 $3.94 
$2.70 $2.70 
11.1-11.6 11.1 1 
10.6-11.1 10.6- 
11-11.5 11-11.5 
$3.94 t 


10,8-11.3 10.8-11.3 


10.5-11 10.5-11 
10.6-11.2 
$3.45 





$2.95 


88 


$4.30-4.51 
$2.92 


st 


10.25-11.625 10.25-11 
9.5-11.625 9.5-10.62 


9.4 9.4 


- » 0,359.45 9.35-9.45 


8.35-8.45 
8.1-8.2 


10.8* 


$2.90-3.15 $2.90-3.15 
$3.15 $3.15 
$2.90-3.15 $2.90-3.15 


12.85 12.85 
12.85 12.85 
11,85 11.85 
9.6-10 9.6-10 
8.6-0 8.6-9 


10.6-11.1 
$3.45 


95 
92 
30-4.51 
92 





Aug. 19 Houston, Tex. Sept 9 
et F Repatian/He. 3... 

. a 10.75-1 
9.375-19.75 No. 2 fuel... .... 10.75 
9.25-10.625 do barges..... 10.5 
9,125-10.5 Diesel oil, shore 
$2.55-3.15 plants........ .10,625-10.95 

No. 6 fuel, no sulf. 
$2.60-3.15 RE $2.83-3.10 
: do barges. ... . .$2.80-3.10 
11.Q11.7 No, 6 fuel, max. 
107-112 1% sulfur. . . . $3.08 
Abb be de ... .$2.80-3.05 
11.1-11.6 ° 
J! ers...... .$4.20-4.45 
$4.23-4.33 Heavy Diesel 
$3.23 bunkers... ... $3.99 
M904 Bunker C, bunkers $2.80-3.10 





11-11.5 s Jacksonville, Fla. 
10.75-11. : : , 
inst Kerin(No. 1.183 
10.25-10. Diesel oil, shore 
plants.........12. 
10.9-11.4 No. 6 fuel, no sulf. 
sadies ane $2.95 














DISTILLATES & FUELS 


Sept. 3 Aug. 26 Aug. 19 
11 il lix 
10.75-11 10.75-11 10.75-11 
10.75 10.75 10.75x 
10.5 10.5 10.5x 
10.625-10.95 x10.625-10.95 10.875-10.05 

'2.83-3.10 $2.83-3.10 $2.83-3.10 
$2.80-3.10 $2.80-3.10 $2.80-3.10 
$3.08 $3.08 $3.08 
$2.80-3.05 $2.80-3.05 $2.80-3.05 
$4.20-4.45 $4.20-4.45 $4.20-4.45 
$3.99 $3.99 $3.99 
$2.80-3.10 $2.80-3.10 $2.80-3.10 





13.2 13.2 13.2 
12.2 12.2 12.2 
12.2 12.2 12.2 
$2.95 $2.95 x$2.95 


$2.92 $2.92 x$2.92 









1 AE Py ~~ Ce $5.12 $5.124 $5.124 $5.124 
= Bunker G. bunkers $2.92 $2.92 $2.92 x$2.92 
x$2.98 
«$2.95 Miami, Fla. 
Kerosine/No, 1.. .13 13 13 13 
$4.43-4.64 Diesel oil, shore 
$3.38 plants..... 12.4 12.4 12.4 12.4 
$2.95 No. 6 fuel, no sulf. 
TE ict it Si a fio 4 $2.93 ° 1 
. $2. 90 $2.90 x$2.90 
10.6 Light Diesel 
10.2 nkers...... $5.12 $5.124 $5.124 $5.124 
Bunker C, bunkers $2. 90 $2.90 2.90 x$2.90 
10.5 
$3.23 Mopls-St. Paul, Minn. 
$2.73 Range oil No. 1. . 10.5-12.8 10.5-12.8 10.5-12.8 10.5-12.8 
270 No. 2 fuel. ..... .9.875-12 9.875-12 9.875-12 9.875-12 
$2. No. 5 fuel, high 
20 sulfur. ... a's 9.4 9.4 9.4 
$4. No. 6 fuel, high 
$3.94 GS 5.0. KI 8.7 8.7 8.7 
$2.70 Mobile, Ala. 
11.1-11.6 Kerosine/No. 1... 12.4-12.6 12.4-12.6 12.4-12.6 12.4-12.6 
106111 No. 2 fuel heceess 11.5-11.7 11.5-11.7 11.5-11.7 11.5-11.7 
res. Li oF Diesel 
___ See $4.448 $4.448 $4.448 x$4.448* 
11-11.5 *Price correct on and since August 2. 





New Haven, Conn. 


x$2.96 Kerosine/No. 1... 11-11.5 
5-11 


No. 2 fuel....... 












Bunker C, bunkers $2. 97 


10.8-11.3 New Orleans, La. 
10.5-11 Kerosine/No. 1... 10.6 
No. 2 fuel. ...... 10.2 


10.6-11.1 
«$3.45 





x$2.95 . Sfuel....... 


x$2.92 No, 6 fuel, no sulf. 


clio aw $2.83 
$4.30-4.51 do barges... . $2.80 
x$2.92 t Diesel 

ee $4.20 
10.25-11.625 Heavy Diesel 
9.5-10.625 bunkers. ...... $3.99 
94 Bunker C, bunkers $2.80 
9.35-0.45 New York Harbor 


10.8* 


Kerosine/No. 1,. .11-11.5 


8.35-8. do eee «  10.75-11.25 
- (0.5-11 
8.1-8.2 






No. 6 fuel, no sulf. 7 

$2.90-3.15 tba 3905 
ih] No. 6 fuel, 

$2.90-3.15 1% sulf....... $3.13 

do barges... . . .$3.10 





ight Diesel, 
= a arch. $4.43-4.64 
11.75 Heavy Diesel, 
9.6-10x bunkers....... $4.38 



















11-115 11-115 11-11.5 
10.5-11 10.5-11 10.5-11 


10.9-11.4 10.9-11.4 19.9-11.4 
$4.02 $4.02 x$4.02 















$3.00 
$2.97 


$3.00 
$2.97 


x$3.00 
x$2.97 













$4.66 
$2.97 


$4.66 
$2.97 


$4.66 
%$2.97 





10.6 10.6 10. 
10.2 10.2 10. 











$2.83 $2.83 $2.83 
$2.80 $2.80 $2.30 
$4.20 $4.20 $4.20 
$3.99 $3.99 $3.99 
$2.80 $2.80 $2.80 
11-11.5 11-11.5 11-115 
10.75-11.25 







10.25-10.75 
10.9-11.4 10.9-11.4 10.9-11.4 
$3.88-4.18 


$3.85-4.08 
48 


$3. 

$3.45 
$2.98 $2.98 x$2.98 
$2.95 $2.95 x$2.95 
$3.13 $3.13 x$3.13 
$3.10 $3.10 x$3.10 





$4.43-4.64 $4.43-4.64 $4.43-4.64 
$4.38 $4.38 $4.38 
$2.95 $2.95 x$2.95 








































Refinery and-Terminal Prices 





DISTELLATES & FUELS 


Norfolk, Va. 
Kerosine/No. 1... 
No, 2 

Diesel oi), shore 


Sept. 9 
11-11.5 


plants.........10.9-11.4 
No. 6 fuel, no sulf. 
3.00 


unkers. . $4.43-4.64 
Heavy Diesel, 

bunkers. $4.38 
Bunker C, bunkers $2.94 
Pensacola, Fla. 
Kerosine/No. 1... 12.4 
No. 2 fuel. ......11.5 
Diesel oil shore 

plants. 


ll 
do 10. 25-10. 75 
Diesel oil, shore 


bunkers $4.38 
Bunker C. bunkers $2.95 


Pt. Everglades, 
Kerosine/No. 1... 


unkers $5.12: 
Bunker C, bunkers $2. 90 


Portland, Me. 
Kerosine/No. 1... 11.2-11.7 
No. 2 fuel....... 10.7-11.2 
jiesel oil, shore 
plants. . 11.1-11.6 
Ne. 6 fuel, ‘no sulf, 


Bunker heitss $28 96 


Providence, R. |. 
Kerosine/No. 1...11.1-11.6 


Sept. 3 
11-11.5 
10.5-11 
10.9-11.4 


$3.00 
$2.94 


$4.43-4.64 


$4.38 
$2.94 


12.4 
11.5 


11.5 
11-21.5 
10.75-11.25 
10.5-11 
10.25-10.75 
10,9-11.4 
$4.03 

$3.73 

ay 98 


11.2-11.7 
10.7-11.2 


11.1-11.6 
$3.04 


$2.96 
$2.96 


11.1-11.6 
10.6-11.1 


11-11.5 
$3.94 


$3.03 
$2.96 


$2.96 


Aug. 26 Aug. 19 Tampa, Fla, 


11-11.5 
10.5-11 


10.9-11.4 


$3.00 
$2.94 


$4.43-4.64 


$4.38 
$2.94 


12.4 
11.5 


11.5 

11-11.5 

py 75-11.25 
0.5-11 

10. 25-10.75 

10.9-11.4 

$4.03 

$3.73 


$2.98 
$2.90 


$3.08 
$3.05 


$4.43-4.64 


10.7-11.2 
11.1-11.6 
$3.04 


$2.96 
$2.96 


11.1-11 
10.6-11. 


11-11.5 
$3.94 


$3.03 
$2.96 


$3.18-3.79 
$3.11 
$2.96 


4 
1 


11-115 
10.5-11 


10.9-11.4 


x$3.00 
x$2.94 


$4.43-4.64 


$4.38 
x$2.94 


12.4 
11.5 


11.5 
11-11.5 
10.75-11.25 
10.5-11 
10.25-10.75 
10.9-11.4 
x$4.03 
x$3.73 
x$2.98 
x$2.95 
x$3.08 
x$3.05 
$4.43-4.64 
$4.38 
x$2.95 
13.2 
12.2 
12.2 


x$2.93 
x$2.90 


$5.124 
x$2.90 


11.2-11.7 
10.7-11.2 


11,1-11.6 
x$3.04 


x$2.96 
x$2.96 


11.1-11.6 
10.6-11.1 


11-11.5 
x$3.4 


x$3.03 
x$2.96 


x$3.18-3.79 
x$3.11 
x$2.96 


13.2 
12.2 


12.2 
x$3.52 


x$2.95 
x$2.92 


$5.124 
x$2.92 


Kerosine/No. 1.. .1 


$5.082 
Bunker C, bunkers $2.84 
Toledo, Ohio 


Kerosine/No, i. 10.8-11.3 


Diesel oil, si 


pl .10.6-11.1 
No. 4 fuel. . - $3.86 


42-44 w.w. kero. . 10.125-10.875 
58 & abv. - i 

Diesel... .. .. .9.5-11.625 
No.2 fuel....... 9.75-10.625 
No. 2 fuel. ...... 9.125-9.75 
No. 6 fuel $2.15-2.50 


Okla. Group 3 (Northern Shot.) 
42-44 w.w. kero. . 10-10.5 
58 & abv. d.i. 

Diesel. eee, A)! ey 
No. 1 fuel. . 


No. 6 fuel... ... .$2.05-2.15 


N. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero. .9.9-11.25 

58 & abv. d.i. 
Diesel......... 9.9-11.375 

No. 6 fuel $2.15-2.60 


42-44 w.w, kero. .11.2-11.5 
58 & abv. d.i. 

Diesel. . . 10.95 
No. 1 fuel. . .10.5-11.2 
No. 2 fuel... ... .10.2-10,25 
No. 6 fuel. .... . .$2.65-2.85 
E. T(x. (Truck transport lots) 
42-44 w.w. kero. . 10-10.75 


No. 2 2 fuel aataeoe °: 75.10.25 
$2.15-2.75 


42-44 w.w. kero. .11.2 
58 & abv. d.i. 


42-44 w.w. a . 10.125-10.625 





10.8-11.3 
10.5-11 


10.6-11.1 
$3.86 
$4.30-4.51 


10.125-10.875x 
x9.5-11.625 
9.75-10.625x 


9.125-9.75x 
$2.15-2.50 


10-10.5x 


x9.625-10.5x 
9.625-10.125x 


9-0.5x 
$2.05-2.15 


9.9-11.25 


9.9-11.375 
$2.15-2.60 


W. Tex. (Tex. & New Mex. shpt.) 


11.2-11.5 


10.95 
10.5-11.2 
10.2-10.25 
$2.65-2.85 


10-10.75 


9.5-10.5 
9.75-10.25 
$2.15-2.75 


Cent. W. Tex. (Truck transport lots) 


112 


10.95 
$2.65 


Kans. (For Kans. destinations only) 


10.125-10.625 
9.625 
ry 
9.75- 


$2.50 
x$20.5-2.40x 


OISTULLATES & FUELS 
Sept. 9 Sept. 3 Aug. 


1 
el 
ll 
87 


84 
082 
84 


12.7 
12.25 
12.45-13.35 


11,45-12.35 
9-9.65 
8-8.9 


10.8-11.3 


10.5-11 
10.6-11,1 
$3.86 


10.8-11.3 
10.5-11 


10.6-11.1 
x$3.86 


$4.30-4.51 $4.30-4.51 


x10,125-11,125 


9.7-11.625 
x9.75-10.875 
x9.125-10.25 
$2.15-2.50 


10.25-11.125 


x10-10.875 


9.75-11.125 
x9.625-10.875 


x9-10.25 
$2.05-2.15 


10.125-10.875 
9.75-11.125 


9.9-11.25 


9.9-11.375 
$2.15-2.60 


9.9-11.375 
$2.15-2.60 


11,2-11.5 


10.96 
10.5-11.2 
10.2-10.25 
$2.65-2.85 


11.2-11.5 


10.95 
10.5-11.2 
10.2-10.25 
$2.65-2.85 


10-10.75 


9.5-10.5 
9.75-10.25 
$2.15-2.75 


10-10.75 


11.2 


10.95 
$2.65 


10.125-10.625 
9.625 

10.125 
9.75-10.25 
9.125-9.625 
$2.50 
$2.15-2.45 





REPUBLIC OIL REFINING COMPANY 


A DIVISION 


OF PLYMOUTH O 


COMPAN 


¥ 


EXECUTIVE OFFICES: 
Benedum-Trees Bidg., 
PITTSBURGH, PA. 
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DISTULATES & FUELS 
Sept. 9 Sept. 3 Aug. 26 


Poo glow 


- 11.375 «11.375 
11.5 


x10.5 


«10.875 
x10.5 
x$2, -. 
x$2.70 


x$2.55 


ine 12.5 12.5 
55 clans Diesel... ‘12; - 12.25 
No. 1 fuel. ..... .12. 12.5 
No. 2 fuel. He 75 11.75 
36-40 gravity fuel 11.25 11.25 


Oil City: 
Kerosine. . .12.7 12.7 
2 11.5 
12.2 12.2 
iL 7S-11.85 11.75-11.85 11.75-11.85 


12.2 
No. 2 fuel 11.75-11.85 


11.8-13.25 11.8-13.25 x11,8-13.25° 
x11.45-11.55x* 
x11.8-13* 
x11.3-12,25* 
36-40 gravity fuel 11.75 — 11.75 
*Prices correct on and since August 12. 


Central Michigan: 


46-49  y kero. .14.6-15.0 14.6-15.0 


14.3-14.6 
14.8 
13.3-13.8 
11.8 
9.6-9.7 
8.6-8.7 


13 3 13.6 
12.6 12.6 


te 


ae 


DISTULLATES & FUELS 


Sept. 9 Sept. 3 
14.2 
$3.50-3.68 


400 $3.05-3.33 
Tank Truck (400 gals. or more) 
40-43 w.w. kero. .19.3 

dist— 


cific Coast 
Ships’ bunkers, or deep tank lots. 
San Pedro, Calif. 
Diesel—PS 200... $5.38 
Bunker C—PS 400 $2.85-2.95 
Son randoee, Gree. 
esel—PS 200.. $5.59 
Benker OPO itis #290-2.00 


$6.45 
$3.95 


$5.73 
$3.95 


$4.57 
$2.90 


$5.73 
$3.95 


$4.57 
$2.90 


$2.90 


Aug. 26 
14.2 
$3.50-3.60 
$3.05-3.33 
12.3 
16 


$5.73 
$3.95 


$4.57 
$2.90 
$2.90 


At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercial 
prices shown. 


consumers are 0.15c higher than 


NATURAL GASOLINE 
Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
ufacturing district. 


tinent man 

FOB Group 3 Sept. 9 Sept. 3 
4¢ 
(Quotation) 


3.5¢ 
(Quotation) 


Aug. 26 
4¢ 
(Quotation) 


3.5¢ 
(Quotation) 


Aug. 19 
4 
(Quotation) 


3.5¢ 
(Quotation) 


ai teat 
Pz 


E 


wig’ x 





LP-GAS 


Propane: Sept. 9 Sept. 3 
New York uae 9.8 9.38 
Philade! 8.3-0.3 








PETROLEUM CORPORATION 
INDEPENDENT 








New York 





Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


MARKETERS 


Bostes 
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Refinery and Terminal Prices 





LUBRICATING OILS 
Western Penna. i@/¥ Sept. 9 Sept. 3 
Viscous Neutrale—No. 3 col Vis at 70 F. 
200 te (180 at 100°) 420-425 fiash. 


27 27 27 
26 


26 
25 


25 
24 
23 


LUBRICATING OILS 


Aug. 26 — Stocks Sept. 9 Sept. 3 Aug. 26 


8.t., 


olive green... 19.5 19.5 10.5 
for export. 
Bright Steck, vis. at 210- 
150-160 vis.: 

0-10 pt, 95 v.i. 26.5 26.5 26.5 


Neutral Oils—Vis. at 100-; 95 v.l.; 0-10 p.t.: 
100 vis 22.5 23.5 


SR RSS 


22.5 
23 23 


Aug. 19 
19.5 


Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude:{FOB shiplat Gull 


26.5 


22.5 
23 


Bright Stock 

145-155 vis. at 210, No. 8 col. 24 24 24 

0 Seacsanes 29 29 29 i 25-25.5 25-25.5 25-25.5 
e Texas 

Vis, at 100- F.. FOB S. Tex. refineries for domestic and/or export shipment. 
Pale Oils: 

20.5-21.5 20.5-21.5 20.5-21.5 

215-225 21.5-22.5 21.5-22.5 ae et 125 -s 185 
23-24(2) 23-24 23-24 17 7 i? 
24-25(2) 24-25 24-25 


3p wong ‘ 17.5 17.6 17.5 
u is. for domestic sh t only, t stock, vis. at is. . 6) 
aren oe ¢ shipment only, bright « vie. at 210° neutrals, vis. at 3% col 18 18 


18.25 


23.5 23.5 
23 23 23 


22.5 2. 22.5 


vig., : c 
0-10 p.p.95v.i.  25.5-26.5 25.5-26.5 25.5-26.5 
Neutral Oils— Conventional— Pale Oils ody hg ang a ES 
vis. 


ee 
500 via. No. 5-6 
15.75 15.75 


16 16 
18.25 18.25 
1875 : 1875 
: 18. . 
19 1 19 col. 19.26 


19.25 
ios 19.5 1 AVIATION GASOLINE 
Gulf Coast Cargoes Sept. 9 Sept. 3 Aug. 26 
Grade 115/145. . .19.25 19.25 19.25 
Grade 110/130. . .17.75 17.75 17.75 
Grade 91/96. ....16.25 16.25 16.25 


21-22 21-22 21-22 
21.25-22.25 21.25-22.25 21.25-22.25 
21.75-22.75 21.75-22.75 21.75-22.75 








Build for 


BRIGHTEST 


WEWS IN SERVICE STATION LIGHTING 


. cuts lighting costs 30 





Patent No. 167558 


NEW 


WIDE ANGLE COVERAGE 


NEW 


YEARS-AHEAD DESIGN — 
SINGLE OR DOUBLE-WING 


NEW 


RAPID-START LAMPS (400- 
600 WATTS PER UNIT) 


NEW - 


NO-GLARE BRIGHTNESS 


NEW 


HINGED-POLE STYLING 


Build with 
PORCELAIN ENAMEL 
PANELS and SIGNS 

by Wiional 


APL SERIES 
by Electric Lighting Sales, Inc. 


The new APL means fewer units .. . 
vastly increased visability. Its unique 
angled feature sets your station distinc- 


It’s good business to dress up your 
tively apart. 


station with National Porcelain En- 
amel Panels and Signs. They can't 
fade, will retain their good looks for 
years, require a minimum of upkeep. 


Pre-adjusted angle for maximum light- 
ing efficiency means lower maintenance 
and operating costs. 


All aluminum, sealed-in light. Remov- 


able, snap-on plexiglas covers. Porcelain Metal Products Division 


Furnished complete, ready for installa- 
tion. Write for details — today! 


Electric L Sales, Jue. 


P. O. Box 1907 Stockton, California 


UO FS Ae | 


3423 Vistavia Drive | Tucker, Georgia 
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(MIL-F-5572) 


Sept. 9 Sept. 3 





AVIATION GASOLINE 


Aug. 26 





18.95 18.06 «18.95 
1/96 17.45 17.45 17.45 
80 16.95 16.95 x16.95 
ork, 
.’ Grade 100/130. | .20.05 20.05 20.05 120.05 
‘ Grade 91/96 18.55 18.55 18.55 «18.55 
Grade 80........ 18.05 18.05 18.05 x18.05 
Va. 
Grade 100/130. . .20.05 20.05 05 x20.05 
{ Grade 91/96..... 18.55 18.55 18.55 «18.55 
P Grade 80........ 18.05 18.05 18.05 x18.05 
Toledo, 
Grade 100/130. . .20, 20.05 20.05 x20.05* 
Grade 91/96..... 18.55 18.55 18.55 x18.55* 
Grade 80........ 18.55 1865 0 ~——(xt8.55° 
‘ *Prices correct on and since June 18. 
PARAFFIN WAX 
Sept. 8 Sept. 3 Aug. 26 Aug. 19 
Western Penna. (t.c. in bulk) 
124-6 AMP white 
Auantic Seaboard 
Melting points pty by mee Prices for carload lot». Domestic p-1ees 
POB refinery: cal bet cs mole om slabs loose. Export prices FAS; scale in 
bags or bbis.; fully | in bage or cartons. 
New York Domestic 
124-30 white crude 
orale... ..... 6 8.6 8.6 8.6 
ray Refined 
| . ae 9.05 9.05 9 06 9.06 
135-145......... .05 9.0 9.06 9.05 
MR vckscsse- 10.53 10.55 10.55 10.55 
New York Export 
124-30 white crude 
Lbdipéacnes 7.35 
Refined 
123-183. ........ 9.05 9.05 9.05 9.05 
138-145. ........ 9.05 9.05 9.05 9.05 


NAPHTHAS & SOLVENTS 
Sept. 9 Sept. 3 Aug. 26 
175 


17.5 17.5 





Mineral spirits. . 18.5 18.5 185 18.5 
FOB Group 3 
Stoddard solvent. 13.375 13.375 13.375 13.375 
a | 13.875 13.875 13.875 13.875 

“naphths.......13.875 13.875 3.875 13.875 
Mineral spirits. . . 12.875 12.875 12.875 12.876 
Rubber solvent... 13.875 13.875 13.875 13.875 
Larquer diluent. . 14.125-14.375 14.125-14.375 14.125-14.375 14.125-14,375 
Bensol diluent. . . 15.125-15.625 15.125-15.625 15.125-15.625 15.125- 16,825 
Western Penna. 
Oil City: 
Stoddard solvent 18 18 _ 18 18 
Pittsburgh: - = * : 
Stoddard solvent. 18 18 18 18 

JET FUEL 
(MIL-F-5624) 
Sept. 9 Sept. 3 Aug. 26 Aug. 19 
Gulf Coast C: 
Grade J P4. pkedbs 10.5 10.5 10.5 10.5 
PETROLATUMS 

Western Penna. Sept. 9 Sept. 3 Aug. 26 Aug. 19 

Bbis.; carloads; tank cars, 2.25¢ less. 
Snow white...... 8.625 8.625 8.625 8.625 
Soft white. ...... 8.25 8.25 8.25 8.25 
Lily white. ...... 8.125 8.125 8.125 8.125 
GS Si cctiivece 7.625-7.75 7.625-7.75 7.625-7.75 7.625-7.75 
Soft yellow. ..... 6.75-6.875 6.75-6.875 6.75-6.875 6.75-6.875 
Light amber..... 6.75-6.875 6.75-4.875 6.75-6.875 6.75-6.875 
BONE. 6 occ asi 6-5-6.625 6.5-6.625 6.5-6.625 6.5-6.625 
ON ene 6.375 6.375 6.375 6.375 


Aug. 19 








ORDER YOUR 
1956 


(33rd edition) 


OIL PRICE 
HANDBOOK 


Containing all vital price information 
for 1956... As always a limited 
check or we can bill you later. . . 








Mr. R. H. Loyer 
Platt’s Oilgram Price Service 












30 W. 42nd St., New York 36, N.Y. 
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| Complete Line of MAANHOLES 





(non-locking type) 


4 
. 
. 
F 





OD Send complete information 


; 
z 


Three types fill most needs. gee oe adap: SY od? 8” LD. mL 

deep and 10” I.D. x 7%” deep, manholes 

iron. No. 60 is steel skirted. No. 61 is non-locking. No. ee 

ype, all-cast-iron. All have non-skid diamond tread on lid with space 
— identification to your specifications at no extra charge. 


ee" e"e 
ereretate 


9.9.0.9 9.0.9.9 9 0 0 6 

ee" eee" eee 
2.9.9 

eeenetetete! 





f 
4 


NO. 61 ALL-CAST MANHOLE 3 


ss (non-locking type) ss ; type) 


UNIVERSAL VALVE COMPANY —— 


P.O. Box 444-N Glizebeth, N. J. 
© Send catalog on other products 






\ 








| 
: 





aT 


ZONE STATE. 


Tie er A 





r-~ 
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Tank Wagon prices 





: Prices for gasoline do not include taxes; they do however, include 
papain fees, amounts of which may be obtained b 

NPN. Gasoline taxes, shown in Separate column ieshede 
and state taxes; also city and county taxes as ind 
Kerosine tank wagon prices also do not include 


Socony Mobil 


writin 


to 
3¢ federal 
icated in footnotes. 
taxes; kerosine taxes 


where levied are indicated in footnotes. Discounts if any, wll 5 
but 


in footnotes. These prices in effect — FE 957, as 
principal marketing companies at their headquarters’ o, 
subject to later correction. 


3, 


Mobilgas Gasoline *Mobilfuel *Mobilheat Mobil ay 
) 
T.C. Dir. Cons. Gasoline *Mobil Kerosine Diesel (No, 2 Fuel) (No.4) Fuel 
New York City. ... T. T.W. Taxes T.C. Yard T.W. T.C. T.W. So Vee Or. WwW. ‘T.W. 
Manhattan |... 16.8 19,3: Fp 15.4 ist 15.1 “i tio 14.8 12.75 8.24 
ate eo 68. 2133-39 114 156 ae 15.1 a 109 14.9 12.75 8.24 
EY Ge 16.8 a: 11.1 11,3 15.4 11.0 15.1 10.6 10.8 14.8 12.75 8.24 
Queens ...... 16.8 17.3 7.0 sei 15.4 oe 15.1 ee at 14.8 12.75 8.24 
Richmond 16.8 73. (3 110 113 15.4 10.9 15.0 10.5 108 146 12.51 8.00 
Albany, N. Y 169 174 7.20 11.2 11.4 te 11.1 15.0 10.7 109 146 11.67 8.71 
Binghamton 17.3 73°92 11.8 11.8 15.65 145. 453 mo 4S aS 
Buffalo .. 159 169 174 720 12.05 12.3 16.25 12.05 162 11.65 119 15.8 11.45 
Jamestown ..... ae FS Seg 13.1 13.3 ued a iad 925 | 38S a a 
Mt. Vernon 1469 174 720 11.5 15.4 =i 3 15.3 re 110 15.0 12.77 
Plattsburg ..... oo 19.4 7.0 12.7 129 iS 3 12.5 161 12.1 12.3 uf 
Rochester ...... 16.0 17.1 176 7.0 12.1 12.3 16.05 12.0 15.6 116 118 15.2 
Syracuse ....... ~ oes 16.9 7.0 120 12.0 * 119. °°. 152 TE ee 5 
Bridgeport, Conn. 14.9 154 90 110 11.0 ey 15.4 10.5 105 145 
Danbury ...... 14.9 15.4 9.0 i Hoh oa RS oka tie aie NAS 
Hartford ...... is SD 15.4 8.0 Eee aie 11.35 15.1 10.95 10.95 14.7 
New Haven .... ... 149 154 9.0 11.0 11.0 5. 119 149 10.5 105 145 
Bangor, Me 16.6 164 169 9.0 11.8 Res) 17.2 is: so 11.3 ae 15.9 
Portland ....... ... 154 15.9 10.0 11.2 17.0 11.1 15.3 10.7 15.7 
Boston, Mass. .. 154 159 10.0 11.1 15.8 11.0 15.2 10.6 14.8 
Concord, N. H. . 15.9 17.9 9.0 bis Be 2 oe pat ay 
Lancaster ...... 19.1 19.9 9.0 # ey . 
Manchester 15.4 17.4 9.0 16.0 este 15.6 
Portsmouth |... 154 174 90 112 158 10.8 ue 15.4 
Providence, R. I. 164 169 7.0 11.1 16.0 11.0 15.0 10.6 ie 14.5 
Burlington, Vt. . 18.1 186 9.5 12.6 12.75 12.5 16.0 12.1 12.25 15.6 
Rutland ....... 16.9 7 9.5 i 12.8 a 16.2 oe 12.3 15.8 


ons 17.4 
*Com. cons. t.c. prices 0.15¢ higher. 
Prices are ex 3% city sales tax, 
Discounts: Mobil Kerosine & Mobilheat—NY 


Taxes: NYC 


Diesel—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. 3 p 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 


Syracuse prices ex 2% city sales tax. 2 : 
C (all Sansenghe) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel 





indiana Tank wagon prices listed below were obtained by OIL- 


Standard 


Mpls.-St. Paul, Minn. 
— Moines, Iowa . 


gy Mo. .... 
Wichita, Kansas ... 
Omaha 


correspondents who visited Standard of Indiana 
bulk es where the company’s prices are publicly 


Red Crown Gasoline 
(Regular) Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. & over 
176 19.6 8.0 17.1 16.1 (a) 
17.6* 19.7 9.0 18.6 17.3 16.3 
15.6 19.0 90 183 17.4 (b)16.4* 
eX 18.7 8.0 17.9 17.0 (a) 
ate 18.1 9.0 17.5 15.4* 14,4* 
4 18.7 7.0 17.5 15.9 14.9 
15.8* 17,3* 8.0 15.9 14.1 13.1 
eu 18.2 9.0 17.7 14.9% 13.9% 
15.9* 19.9 90 189 16.7 15.3* 
: 19.0 9.0 18.8 17.1 15.4* 
18.0 19.5 90 180 17.0 (a) 


(a) See below for prices on larger quantities. (g)16.2* for 750 


gal & over. 


weer eeee 


Taxes: St. Louis gasoline tax includes 1.5 
kerosine & furnace oil 44 sta 


occupation, consumer 


Furnace Oil 


Pham 6 net Incas 
use taxes to be added, 


= 


ity tax. 
State tax. State sales 
where 


_ 





Prices are tank truck ing, ex all taxes, = 
Standard of ing for deliveries of gal or more; see 
California for other deliveries. 
Gaso- 
Chevron Kero- Diesel Furnace Stove 
(Regular) Taxes sine Fuel Oil Oi 
San Francisco, Calif. 17.9 90 19.3 14.5 145 160 
Angeles ...... 17.4 90 188 14.0 140 15.5 
PRON os. oie VA 19.0 90 21.3 15.3 15.3 168 
Phoenix, Ariz. 19.1 8.0 22.2 16.4 16.4 19.4 
Reno, Nev. ....... ae 3 oer me: RS sae aes 
Port etn | 90 21.3 15.2 o66 eee 
Seattle, Wash. -... 185 95 213 15.3 a 3 
Spokase ceagachuk 20.7 9.5 241 17.2 — . 
ee Resear eee 18.5 9S --31.3 15.3 sails 
Boise, Idaho ...... 20.2 90 31.1 16.3 16.3 178 
Salt Lake City, Utah 18.7 9.0 20.2 15.0 13.5* 15.5 
oe RS sey he Br #4 15.3 ae 
airbanks, ; x , wee prs 
WI cca vrs ack 20.1 80 29.3 ota viet 
* Standard 









































at 
and less than 100 gal to trade, Chevron (premium) 
rices 3.2¢ higher than Chevron for quantity delivered 
St polats above except Galt Lae Glen oi 5! 


oe 200 od ee ene aed ee, 14 for lees than 20 yal, 
6¢ for 20-199 gal, 3¢ for 200-399 gal: tank car/truck trailer, 
3.5¢. Diesel, furnace 


5¢. & stove oils—Add to Yas e Aed price 5¢ 
for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 399 gal. 
























rg $40, 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. [FREE Description on Request 
SYSTEMS 39-30Nn seth sr. WOODSIDE TONY tWisie ats 


Ure USE OUR FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
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: No. 2 
Esso Esso Gasoline Atlantic Atlantic Gasoline (Regular) Kerosine 
(Regular) Kerosine & fi Dir. Cons. & vo 3 ae 
Standard Dir. Cons. Gasoline No.1 Fuel No. 2 Fuel Refining T.W. T.W. Taxes Fuel T.W. Ww. 
T.W. T.W. Taxes T. W. T.W. Philadelphia, Pa... ae - 14.95 14.3 
Atlantic City, N.J. 15.9 16.4 7.0 14.8 14.3 Reading ........ i ids 15.35 14.7 
Newark ........ 159 164 7.0 14.8 14.3 Allentown . nae ae 15.35 14.7 
Baltimore, Md... 169 174 9.0 14.5 Harrisburg Sree, fi 15.35 14.7 
Cumberland ..... {7.8 18.3 9.0 oe Wilkes-Barre 15.65 15.0 
Washington, D.C. 17.4 17.9 9.0 14.8 Willi gat ie ae rh 15.65 15.0 
Danville, Va..... 182 187 9.0 15.8 15.3 aah : s 15.9 15.05 
Petersburg ...... 176 181 9.0 15.4 14.7 Pittsburgh ...... aes 5. 15.05 
Norfolk ........ 17.0 17.5 9.0 15.2 14.1 Altoona ........ vie 2 = ee 
Richmond |||... 174 179 9.0 15.2 14.5 ESS sid a : = 
Roanoke 18.7 19.2 9.0 16.8* 16.0 Greensburg eee Ags P 15.9 15.05 
Charleston, W. Va. 17.5 18.0 9.0 15.1* Wilmington, Del. . 16.6 17.1 8.0 . oe: 
airmont 18.5 19.0 9.0 16.5* cee Hartford, Conn. 14.9 15.4 9.0 alata 
Parkersburg ..... 7 oy - > vee New Haven ... 14.9 15.4 = 14.6 
Wheeling ..... : \< ‘ ose ’ 15.4 15.9 ‘ es 
Charlotte, N.C... 16.7 172 10.0 15.5 14.8 ae = ‘34 139 85 153 
Hickory ........ 16.9 174 © 10.0 15.7 15.1 pringfie : 169 710 145 
Mt. Airy |||)”. 168 173 10.0 16.0* 153 Providence, R. I. . 16.4 . - 
; ¢ . : . Camden, N. J. 15.9 16.4 7.0 14.8 14.3 
Raleigh ......... 17.0 17.5 10.0 15.8 15.2 
: P SRS > 16.4 7.0 14.8 14,3 
Salisbury 16.7 17.2 10.0 15.6 14.8 
Charleston, S.C.. 16.6 17.1 10.0 3 13.7 Albany, N. Y. 169 174 7.0 15.4 14.6 
Columbia ....... 18.0 18.5 10.0 15.6 Binghamton re: 462 17.8 7.9 15.6 14.8 
Spatenburs OCS 16.6 17.1 10.0 ; 14.5 EN. 6 cna me gale 16.9 17.4 7.0 16.1 15.6 
ew Orleans, La. 16.4 16.9 10.0 13.9 are ee ce 17.8 7.0 15.7 15.4 
Baton Rouge .... 16.3 16.8 10.0 13.7* Rochester ; 17.1 17.6 7.0 15.8 15.2 
Alexandria 17.3 178 10.0 14.8* : Syracuse ........ 16.4 16.9 7.0 oe 
Nee —— ae 16 ns = a Watertown ...... 18.5 19.0 7.0 17.4 16.1 
New Iberia ..... 16.7 17.2 10.0 14.1 Lay 7 ‘ aa a, bars ae Fe 
Knoxville, Tenn. . 16.4 17.7 10: 15.9* Sener 8g a : r a 
Chattanooga’ ||. 163 173 100 ' Jacksonville, Fla.. 169 169 100 
Neshvilie ie 16.3 173 10.0 15.9* Soa a A 10.0 ce 
it , Ark. A ‘ ‘ .3* ennsy eavy Fue! 
erties = i OL ~ Zone 1 Zone 2 Taxes No. 5 No.6 
* Prices applies for kerosine only. 
18.9 19.9 8.0 Phila. 
Heavy Fuels No.4Fuel No. 6 Fuel Dealer cost: 
etc gk. RUE ey ee ee $4.402 $3.532 23% ——. P 
a Eo ree ee... cen cae’ 4.64 3.58 inane”: sii - 
Washington, D. C. 1,050 gal minimum .... 4.83 3.68 ad ° : 
Taxes: Louisiana kerosine prices do not include 1¢ state tax. ijum- i ’ . Kerosine— 
Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of ‘Noten ahaa om — aetias 3 s¢ Se nar as ons Gm 
300 gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Penna., add 1¢ gal for t.w. deliveries under ga ° 
Premium-grade t.w. prices 2.5¢ above regular. Camden—Add 1¢ for deliveries of 100-299 gal, 2¢ for under 100 gal. 
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2 =. 


=" AA 520 North Michigan A 
hoheet 4-5800- use 


CAaVeAN® 15 
iter G. , 1510 Hanna Bids.. 
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¢ the World’s Largest 


Highest Quality Private Brand 


STORAGE 
BATTERIES 


PRICE BATTERY CORPORATION 


HAMBURG, PA. 
ATLANTA, GA. - WAPAKONETA, 0. - WALTHAM, MAS 





Tank Wagon Prices 





Ohio Standard 

Sohio X-Tane Gasoline 

(Regular Grade) No.1 No. 2 

Consumer Gasoline Kerosine Sohio- Sohio- 

Resellers T.W. S.S. Taxes T.W. Heat Heat 

Akron : . 20.5 20.3 8.0 16.3 16.3 15.3 
Canton eee 21.0 22.3 8.0 16.3 16.3 15.3 
Cincinnati aw 17.1 20.6 21.9 8.0 16.3 16.3 15.3 
Cleveland ie PRS 21.0 22.3 8.0 16.3 16.3 15.3 
Columbus 17.1 20.6 21.9 8.0 16.3 16.3 15.3 
Dayton .... 17.1 20.6 21.9 8.0 16.3 16.3 15.3 


Lima yeaa 17.5 21.0 22.3 8.0 16.3 16.3 15.3 
Mansfield . 17.5 21.0 22.3 8.0 16.3 16.3 15.3 
WON ic cietcccscon SES 21.0 22.3 8.0 16.3 16.3 15.3 


Portsmouth ........... 17.5 21.0 22.3 ‘ 16.3 16.3 15.3 
Toledo 17.1 21.0 21.9 ‘ 16.3 16.3 15.3 
Youngstown 17.1 21.0 21.9 16.3 16.3 15.3 


Zanesville yee 17.5 21.0 22.3 A 16.3 16.3 15.3 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.ws & s.s. 4¢ above regular, resellers 
3.5¢ above regular. S.S. prices are at company-operated stations. 





Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
Esso 
Furnace Oil 
Gasoline Kerosine No. 2. fuel 

Taxes T.W. T.W. 


St. John’s, Nfid. ; 17.0 26.2 19.2 
Halifax, N. S. 3. 17.0 25.2 18.2 
St. John, N. B. P . 15.0 27.2 18.2 


Charlottetown, P.E.I. .. .......:.... 24.9 16.0 27.7 19.8 
Montreal, Que. ; 13.0 26.1 18.8 
Toronto, Ont. 13.0 25.8 18.3 


Hamilton, Ont. 4 13.0 25.8 18.3 
Winnipeg, Man. ....... ee a a . 11.0 28.5 18.4 
Brandon, Man. 5 11.0 28.5 20.6 


12.0 25.2 17.1 
12.0 27.9 17.4 
10.0 24.4 16.2 


Edmonton, Alta. . “tr aie Be : 10.0 23.9 15.7 
Vancouver, B. C. 10.0 25.4 18.1 


(Esso Gasoline Regular) 


Taxes: Gasoline taxes are provincial taxes. 
Notes: Premium-grade gasoline t.w. prices 3¢ above regular. 








Dependable Supply 
Uniform High Quality 


Naphthas & Solvents 


This Is Your 
Market Piace! 


Write today for Advertising 
Space Rates 


KERR - Mc GEE 


OIL INDUSTRIES, ua ROCK, 


NATIONAL PETROLEUM NEWS 


330 West 42nd St., 
New York 36, N. Y. 

















Humble 
Humble Kerest 
Oil Tank Re- 


line 
T.W. Retail Taxes Wagon tail 


Dallas, 

Tex. 16.3 20.8 8.0 143 18.5 
Fort 

Worth 16.3 20.8 80 143 18.5 
Houston 16.2 21.7 8.0 143 18.5 
San An- 

tonio 16.4 21.9 8.0 143 18.5 


Notes: T.W. prices are to all classes of 
dealers & —— Extra t.w. prices 
2.5¢ above ere tepatar:; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 


Kentucky 
Standard 


Atlanta, Ga. 
Birmingham, Ala... 
Jackson, Miss. 
Jacksonville, Fla. 
—— 


, Ky. . ‘ 17.7 


Birmingham 6 gasoline taxes include 
1¢ ya County Kerosine taxes not 
<— in prices: deores 1¢; Mississippi, 

S¢ 

Note: Current net prices may be different 
from those listed because of temporary local 
conditions. 


Gaso- 
line 
Taxes 

9.5 
11.0 
10.0 
10.0 
10.0 


Texas Co. (egular Grade Kerosine 
Gasoline Dealer 
Taxes 


AANA INN AN ¢ 
VARY 


— 
an 
“ 


Port Arthur ... 16.2 


Notes: T.W. prices are for min. de- 
liveries; they apply to dealers & in. SOs de 
Premium- 3.5¢ above regu- 
lar, except El en .7¢ higher. 


Continental Oil 


(N. B. Prices are Continental’s tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions.) 


|, 92.90.90.00 90 90 90 30 90 90 20 90 
oooooooooooo 


Denver, Colo. 
Grand Junction 


ee 
CLeSoSsscorvLe~v~w 
MOUUSCSOSOSSOS&O&SDSOS 


te 
SSSS e000 
“a 


10.5 


Taxes: Gasoline taxes include these city 
taxes; Seas & Roswell, 0.5¢; Santa 


Fe 
Discounts Sa Take a “Suies’ Wills tas 


Bae for deliveries of wh than 
300 gal; 200- deduct 0.5¢; 400 gal 
& over, 

T.W. a. are 


Premium-grade_t.w. 
¥ i tm. (prices 335 
a 
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Crude Oil Prices 





Domestic—Prices in effect September 15, 1957, but subject to later correction: In $ per bbl. of 42 U. S. gal. at the well. 
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Prices are shown by states and by genera! 
reas in most states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 
Bear Creek, Stephens & 
Schedule 'D: 


Arkansas 
Cairo & Other Fields: 
Schedule 


A: Esso. 
nolia & Other Fields: 
above Schedule D: Esso, Arkansas Fuel, 


io. 
Haynesville & Other Fuels: 
10¢ above Schedule A: Esso. 


COLORADO 


Rangley : 

Schedule A: Phillips. 
Adams, Logan, Morgan, Washington, & Weld 
Counties : 

Schedule E: Stanolind, Pure, Sinclair. 


KANSAS 


Schedule A: Stanolind for all counties ex- 
cept Ellis, Graham, Pinay somes Rooks, Russell, 
and Trego. Phillips for Greenwood County. 

le C: Stanolind for Ellis, Graham, 

borne, Russell, and Trego Counties. 
Phillips for all fields except Greenwood County. 

Sinclair, Texaco for all fields. Continental 

for rton, Cowley, a ong ~ oe — 
Pherson, Reno, Rice, Rooks, l, Sedgwick 

and Sumner Counties. Cities go for ali 


Other Fields: 
Fuel, Sohbio. 





LOUISIANA—Central 
Catahoula Lake & Other Fields : 
Schedule F . Sohio. 


or ‘a other.) Fields : 


He 
Se 

Olla & Other Fields : 
Schedule H: Esso, Arkansas Fuel, Sohio. 


LOUISIANA—Coastal 
ly & sage Fads 
ule G: 
Bayou Blue below 28 
10¢ above Schedule 0 (24-29 gravity) : 


LOUISIANA—East 





Sun. 








LOUISIAN A—South 

Lake Washngton: 
Schedule F: Esso. 

Anse La Butte & Other Fields: 
Schedule H: Esso, Texaco. 


MISSISSIPPI 
Cones} Point & Other Fields: 
Schedule F: Esso, Pure. 


Fayette & Other Fields: 
ee le G: Esso, Sohio. 
u 


Schedule I: Esso. 
Eucutta & 


Other Fields: 
50¢ below Schedule E (18-30 gravity): Gulf. 


MONTANA 
Elk Basin (Frontier) : 
: Stanolind. 


Schedule 
Elk Basin (Embar-Tensleep & Madison) : 
Schedule K: Stanolind & Carter (schedule 
extends down to 15 gravity). 
Sour Crude: 
Schedule Aang Continental. 
Sweet Cru 


le 7 Continental. 
Cut Bank: 
Schedule A: Phillips, 
Pondera 
Schedule M: Phillips. 


Carter, Texaco. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 


Schedule E: Gulf, Phillips, Stanolind, Tex- 
aco, Shell, Magnolia (schedule ends with 
below 15 gravity), Continental. 


NEW MEXICO—Seour Crude 
Schedule Q: Gulf, Phillips, Stanolind, Texaco, 
Sinclair, Magnolia, Continental. 


NORTH DAKOTA 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 


Schedule A: Phillips, Stanolind, Carter, 

qeenee, Continental, o. Pure, Cities 
TF ee Magnoli ia. 

ORLAHG 


Schedule, B: Stanolind, Carter, Texaco, Shell, 
Pure, Cities Service, Sinclair (schedule ex- 
tends down to 15 quantity), Magnolia. 


TEXAS—East Texas Field 
Pai gq ay Sinclai: Galt see 
r, 
Schio, Magnolia, Shell, Sun. 


TEXAS East Central 
Schedule N: Humble, Pure. 
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TEXAS—Gaulf Coast 
Goose Creek & Other Fields: 
le O: Stanolind. 
10¢ Schedule 0 


above 
Humble, Sun, Gulf. 
Hastings & ag es 


(24-30 gravity). 


TEXAS—North, North Central ee te 
Schedule A: Stanolind, Texaco, Continenta 
Pure, Sinclair, Magnolia (sc ends with 

below 29 gravity). 


TEXAS—Northeast (Aaphat Crudes) 

Fields 
Tiichedule Ps Texaco, Humble (schedule ex 
tends down to below 15). 


TEXAS—Panhandle 


Counties : 
Carson, Gray, Bodiam, & Wheeler a 


umble, Texaco, 
(schedule RM with below 29 gravity), Phillips. 
Quinduno: 
Schedule A: Phillips. 


ee ae: 
& Other Fie'! 
Kehedule J: Humble, Sun. 
Toe above Schedule H : Sinclair; (24-29 grav- 
B eme ty ~ Hy 4% Sun, "Texaco. 
Refugio Light edule HF "Humble. 
efugio Heavy & O 
ot anes: Schedule J (20-26 gravity): 
Humble. 
TEXAS—West Central 
Schedule E: Humble, Stanolind, Texaco, 
Shell, Pure, Cities Service, Magnolia (schedule 
ends with below 25 gravity). 
TEXAS—-West Texas Sweet 
Schabete A: 5 Oe, “ae aoe Tex- 


Service, lia 
(ached ends gen below 25 gravity). 
E. G clair. 


AS—West Texas Intermediate 
Trrkedale E: Gulf, Phillips, Stanolind. 


Texae vee Texas Sour 
Schedule 


Stanolind, H 


+e Pure, Cities Service, Sinclair 


Creek & Other Fields: 
E. Stanolind, Pure. 
K: Continmeel. 


K: Stanolind, Pure 8 Sinclair, Stano 
— RF = 
a od L: Continental. 
ag oe = a & Park Counties: 
3 
as Creek on 1. qi: 





Crude Oil Prices 





FLAT PRICES 
ARKANSAS 
Smackover (Ark. Fuel) 


ILLINOIS 


ti. Basin (Carter, Texaco, Ohio Oil, 
Shell, Magnolia, Pure, Ashland, 


INDIANA 
Ind. (Sohio) 


KENTUCKY 

Butler Co. area (O boro- 
Ashland) 2 ape 

Owensboro area (Ashland) 

Ragland Grade (Ashiand) 

Somerset egy (Ashland) 


LOUISIANA 
Bivens (Atlantic) 
Neale (Atlantic) 
Sweet Lake (Pure) 
Urania (Ark. Fuel) 


MICHIGAN 
Only lowest and highest esas of 
company are shown below sss = 
Bay Pipe Line: 

Deep River (sour), West Branch 

(sour) 

Lake George 





MICHIGAN 
Leonard Pipe Line: 
Clare City & other fields 
Barryton (Fork, Sun-Denslow) 
Pure: 
Adams & ssid miner 
Coldwater 
Simrall: 
Grant 
Barryton- Sun Denslow 


Coldwater 


MISSISSIPPI 

Baxterville: 
Condensate 
Crude (Gulf) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 


OHIO 

Cleveland & other fields (Sohio) 
Corning (Ashland) 

Corning (Seep) 

Lima (Sohio) 


PENNSYLVANIA—Penn. 
Allegany, N. Y. (Sinclair) 
Bradford, Pa. (Seep) rae 
Eureka, W. Va. (Seep) 
Middle Penna. (Seep) 
Southwest Penna. (Seep) 
Zanesville, Ohio (Ashland) | 








NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
13.35 
16.55 13.30 
17.84 


tank wagon 
Tank car = is wei 
following ogg = mar 
gasoline, F OB ceanasies or ter- 
i Oklahoma, | Chicago District, 
ay , Western Pennsyl- 
Philadelphia, Jackson- 

ille, Boston, and Gulf Coast. 











Darst Creek (Humble) . 
er = tHtumble, Magnolia) 


ii 
ae Sand Draw Condensate 
Sinclair) 





CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 
Y Bucna Elk Huntington Kettleman 
Vista* Hillst Beach Inglewood Hille 
$2.54 ‘ ee 
2.59 


heeler 
Ridge Wilmington 


Gravity Torrance 


. 





5 Seegngnnonanororosonononones: 
1: RSSSSRASSSSSARa|w: : 


; geeoencoco coco seco eeconsronenoneno $s: : 
: 2 gegege gens go co e0 co co no 80 401010 FO N01 
: SRARSSSSRVASSRLLSSRKRSS=S: : 


ge eeeocoenco comm escacococsnoronsnonene8s: ; 
: Seeeneseesseseesegas: ; 
: SBBRRSARSRSSRSRESS: : 
| peroeoemcocecococaconoronenonone ls. ; 
> ESSRRSSESRRESSELSEGS: : 


SRSASSSSSS: 2: :: 
ge eeeocecoen coco sscos coconsnononononene: - : 


; $290 90.90.90 G0 00 29 09:00 90 90 co no NORD ROE FO RO Ne 
: SSSASRSRSASKSERIBIV 
>: SESHASSRRARLSSLRSSAE: : 


wococoencocosocoee. 2 srt srriiiiriiii: 


64 
73 
77 
81 
R5 
89 
93 
97 
01 
04 
08 
il 
14 
18 
21 
25 
29 
33 
87 
41 
-465 
2 
8B 
56 
-60 
64 
68 


*Prices are same for Elk H 
tStevens Zone. 
#Long Beach. 


ls (Shallow) and Midway Sunset 





Ontario 
Oil Springs Receiving Station 
Sarnia by t.w. or t.c. 


Joffre Viking 

Joffre Nisku 
Leduc-Woodbend .. 
Malmo Nisku, L. C. 
Malmo Leduc 

New Norway Nisku 
New Norway Leduc .. 
Peavey aS 
Pembina ... 

Redwater 

Rimbey s 

Sturgeon Lake ‘Leduc 
Sturgeon Lake Triassic 
Sundre.... iss 
Westward Ho 


Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are 
Canadian dollar per bbl. of 35 imp. gal. 


Alberta 
Acheson/ Stony Plai 





Big Lake Sout h . 
Bonnie Glen 


Excelsior 


Manitoba 

Daly 

Rast Cromer wee 

Routledge ... , begin with 33-33.9 gravity at $2.55 
RIE is ny ses 4 Noes oF A 2¢ enone, ber degree of gravity to 
Woodnorth 2.42 64 and above at $3.17 


Fenn-Big Valley 
Golden Spike 
Harmattan 
Joarcam North 
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Foreign—Prices in effect September 15, 1957, 
aca, 


OB vessels at ports shown; effective at time vessel 

ao notice, and to availability and other terms stated 
vity applies for gravities below and above those 
sold at points other than those indicated subject 

ge in transportation and terminalli 


Prices per bbl. for cargo-lot quanti 
tenders tenders for er bl diferent 4 change - 
¢ per ifferential per degree 
porn except as noted. Prices for crude 
to variation roe prices shown below to ae ey a % as tie 
requirements. companies posting: 1—Colon Developmen 2 ay ee e ene- 
zuela, 3—Creole wy bh 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- 
tation, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. 








Cruces/Manueles 
Cruces/Manueles 








Pag mg Condensate 
Stabilized Condensate 
San Joaquin 

San Joaquin 

San Joaquin 

San Joaquin 

Santa Barbara- 


Pe a yp nomi ny vity: *2.5¢ bbl. ©3.5¢ bbl. ge emma £2 1 
1 degree gravity eave 40. 2.5¢ for a full y degree be! ve oe ae i” foc ce Shain 
draft only, sDeeprater mooring Aico evallebte ot Ln Selina et"e ber lon. tAlso available 
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but subject to later corrections; in $ per bbl. of 42 U. S. gal., except as noted. 


MIDDLE EAST 


Prices are per bbi. of 42 U.S. gals., exclusive 
of local port or other governmental charges, 
sales taxes, etc., if any; FOB loading port in- 
dicated, for gravities shown ; 2¢ per bbi. differ- 
ential per degree of gravity applies for below 
and above thuse shown. 


Persian Gulf 
Crude Gravity Price 
Arabian (ex Rastanura) 
resales, Mobi Overseas, 
California Trans; 
Texaco Tradin 
bian, Safaniya 


Sales, Mobil | Overseas, 
Texaco Trading, 


fornia T 27-27.9. 1.79 
— i, ex Fao, Ir 


P Trading, 36-36.9 2.00 
ie Doe cual Over- 

seas, Shell Pet 35-35.9 1.98 
Iranian (ex Bandar Mashur) 
Iran Atlantic, Tidewater- 


BP Trading, The 
Texas Co. (Iran), Han- 
Cock Int'l, Signal Int'l, 
Esso Export, i 
Iran, Iran Calif., 

Int'l, 

Branch), Sohio-Iran, San 
Jacinto, Nat'l Iranian, 
c. Western-Iran 

Iranian “Light (ex Abadan) 

Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int’l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., Gu 
Int'l, CFP (Iranian 
Branch), Sohio-Iran, San 
Jacinto, Pac. Western-Iran 34-349 1.99 

[ranian Heavy (ex Abadan) 

Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., Gulf 
oh Oe CFP iranian 
Bra estern- 
Iran, Sohic Teen, San Ja- 


cinto 
Kuwait (ex Mina-al-Ahmadi) 
BP Trading, Gulf Kuwait, 
2 D esse Esso 


31-31.9 1.85 
Qatar (ex "Umm Said 
Shell Pet., Mobil 


31-319 1.80 


‘erseas, 


Eastern Mediterranean 
Gravity Price 


Crade 
Arabian (ex Sidon, Lebanon) 
Esso 


— ‘ a 
MLE. Crude Sales, Mobil 
Overseas, Texaco Trad- 


as. Caen Trans- 


2.55 


BP Trading, Esso Export, 
Shell Pet. Sinan geaghh 36-36.9 2.59 
i 35-35.9 2.57 


FAR EAST 


Price is in U.S. dollars = bbl. of 42 U.S. 
l., FOB weeny 2 Sarawak, as posted by 
rawak Oilfields Ltd., ex local p port or other 
government charges, for crude within gravity 
range stated, loaded in full pene lots. 
Seria Light, 37-38 API 





Gasoline Consumption by States, May 1957 


(American Petroleum Institute Biewres) 


Tax Rate 
May April 1957 May 1957 
Gallons 


Cents Gallons 
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e 
5 
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New Hampshire 
New Jersey 
New Mexico 
New York. 
North Carolina. 
se ag Dakota 


RS 


x 


79,238 ,000 
33,978,000 
43,179,000 
460,910,000 
49 ,669 ,000 
59,347,000 
15,834,000 
16,853,000 
13 110,000 


03,829; 000 
(ae 186,000 
233,392,000 


130,380,000 
107 , 656 ,000 
82,335, 
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79,994,000 
35,314,000 


48,132,000 
471,616,000 
56,370,000 
63,558, 

16,896 ,000 
17,329, 
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105 ,565 ,000 
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Louisville, Ky. 

Cleveland, Ohio 

Cincinnati, Ohio 

Indianapolis, Ind. 
icago, 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house- 
brand) gasoline, and taxes, in 55 representative S. cities on Sep- Detroit,’ Mich 
tember 1, 1957 as compiled by National Petroleum News are shown Milwa « Wi 
below. Figures are in ¢ e gal.; @ and (d) indicate increase or vin Cities Isc. ..-. 
decrease as compared with August 1, 1957. Tax column indicates Nate gg gee tees 
only motor fuel taxes levied as such. Mwdon of ftot 
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(ex tax) federal) (incl. tax) meee, Ia. 
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e| You're going right 
‘= for clean oil / 





| Sel | , 
HOMO Vag 


| Ra) | Fra) 


Vz 
eo and YOU'RE going 
RIGHT tor PROFITS with WIXI 


There's a WIX Oil Filter Cartridge engineered for every car and truck on 
SENSATIONAL the road—and when you have the exclusive WIX-O-MATIC selling and 
WI. service plan going for you, you're in the money! Yow select the exactly 
*SPIN-ON’ balanced stock that’s right for you—and your sales are GUARANTEED! 
FILTER You get a good deal with WIX — top-quality Filter Cartridges, profit- 
Original Equipment on active selling aids, and the hi-impact of LIFE and SATURDAY EVE- 
America’s Leading Cars NING POST advertising that pre-sells WIX! to your customers. 
Easy, twist- of -the-wrist in- Get the whole WIX story — you'll be amazed what WIX can do for 
Spears pase scree ae you — and what you can do with WIX! Get those extra profits.and PLUS 
relief valve, gasket, and anti- sales. Ask your Jobber, or write us direct —- TODAY! 
drainback valve. 


Now! Modernize pre -'57 Ford, Lincoln and 

Mercury PLUS Buick, Oldsmobile and Pontiac 

WIX Conversions replace 

these old-style, full-flow fil- 

ters in jig time—adapt these 

vehicles to wee WIX “SPE- ; NEW! 

ON” Filter. - ‘or , air 

Lincoln, Mercury; K-40 for a Cassaas tex 


Buick, Oldsmobile, Pontiac. (eesn\ AIR FILTERS 1957carsse equip- 


ped. Exclusive 


AUTOMOTIVE * INDUSTRIAL ® RAILROAD —POLYMITE filtrant 
WIX CORPORATION *GASTONIA+N. C. = £7! Sorimem 


In Canada: Wix Accessories Corp. Ltd., Toronto 














BANANA OIL 


OR MOTOR OIL 


(Whalbuer you Can _ 








can with CROWN 


Whether it be for home or industry—it’s that extra 
touch of personal service that CROWN provides. 


CROWN offers quality containers—to withstand the 
chemical composition of any contents . . . complete 
package design and merchandising assistance ... 
modern lithography equipment and techniques .. . 
and experienced research and engineering service. 
Plants and offices in 18 strategic locations. 


Write for your copy of “MR. PACKAGER”’— 
information on CROWN ’s precise fill control system. 
Crown Cork & Seal Company, Inc., Can Division, 
9338 Ashton Road, Philadelphia 36, Pa. 


whatever you can... call on 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY | 
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Clem Dufau (right) and vice presidents (W. A. Randall, W. Scott Culley) 


His Pulse Beats Slower Now 


CLEM DUFAU, the 42-year-old job- 
ber who pioneered Phillips’ brand in 
New Orleans (for details on his new 
bulk plant, see p. 130), looks, talks, 
and acts like the typical New Orleans’ 
Frenchman he is. A hard worker, he’s 
also one of the most dealer-minded 
and management-minded jobbers 
around. 

There’s a reason for this: Dufau rose 
through the ranks. He started as a 
station attendant, later bought and 
operated his own station. This grew 
into what he terms “a sort of commis- 
sion agency,” until Phillips tagged him 
in April, 1955, to become its first New 
Orleans jobber. 

For Dealers, Support—Having oper- 
ated a station, Dufau knows the 
dealer’s problems. He also believes 
dealers have to be helped—not so 
much financially, but in getting more 
business and making a bigger net profit 
on what they already have. 

“Long hours and the help situation 
are the two biggest causes of dealer 
discontent today,” says Dufau. “Maybe 
there isn’t too much that can be done 
about either one, although I think 
major suppliers should. consider en- 
couraging their dealers to cut out Sun- 
day service work, except for quick oil 
changes and emergency services, like 
tire repairs. That would help. 

“But I try to help my dealers in the 


every-day operations of their stations. 
I've got two vice presidents (W. A. 
Randall and W. Scott Culley) in my 
organization. One of these men is 
almost constantly at one of my stations. 
He is helping set up displays, showing 
the dealer and his attendants how to fill 
out this form or that one, going with 
him on solicitation of business, and 
doing all he can to help that dealer.” 

Dufau also puts one of his men in 
a station at times, when a top-flight 
dealer can’t be found. 

“Before I'll close a station, or put a 
sub-par operator in, one of my two 
men will go in and operate it. That 
way, we can take more time and get 
the type of operator we seek—a man 
with some capital, who likes to work 
with his hands outdoors, who likes 
people and can sell, and who knows 
what he’s getting into. If he comes 
from some other field, I make him 
spend a couple of weekends working 
in one of my stations before I'll make 
a deal with him. Too many come in 
from the outside without realizing how 
hard a dealer has to work. That kind 
usually ends up a failure.” 

Dufau meets with his two vice 
presidents every Friday to go over 
individual stations. They try to discuss 
what’s bothering this dealer or that 
one. Then, once a month, he holds a 
one-and-a-half-hour meeting (“no 
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longer than that”) so the dealers can 
air their problems. At these meetings 
he also goes over any new merchandis- 
ing programs or TBA products. Any 
individual dealer who has a personal 
problem he doesn’t want to air in a 
group can see Dufau, Randall or 
Culley privately. 

Big Dividends—This management 
and dealer-relations system has paid 
off for Dufau. He was doing 53,000 
gal. a month when he went with 
Phillips in 1955. Now, his light oils 
gallonage is 275,000 per month (all 
but 35,000 through service stations). 
For every 30 gal. of gasoline, he sells 
one gal. of lubricating oils. His TBA 
sales (to 1,000 gal. gasoline) run $10 
on tires, $4 on batteries, and $7 on 
accessories. 

When Dufau beeame a jobber, he 
had $100,000 capital, a $65,000 serv- 
ice station, and leased two other sta- 
tions. Since then, through the “two- 
party” lease system, he has built 10 
stations. He now owns or leases seven 
himself, giving him a total of 17 retail 
outlets. 

Man in Motion—To do this in two 
years, and to push gallonage up the 
way he has, takes hard work. Recently, 
Dufau almost overdid it. He would 
work from 6 to 10 or 11, lining up 
new station sites and dealers, making 
“deals.” He reached one stage where 
he would wake up around 1:30 or 2 
every morning, grab paper and pencil 
and start figuring. Then back to sleep 
around 4 and up at 6. 

All this caught up with him one day, 
two blocks from his doctor’s office in 
downtown New Orleans. By the time 
he got to his physician, his pulse beat 
was 210 per minute (about three times 
the normal rate). Before drugs could 
be administered and take effect, it 
climbed to 240. 

“I didn’t have a heart attack. My 
doc said it was a nervous attack. But 
it scared me enough I take it a little 
easier now. That is one reason I’m 
after that slow, steady growth now. 
No more of this overnight stuff for 
me.” a 


News Notes... 





George J. Peterschmidt has retired 
as president of El Dorado Refining Co. 
because of illness. He will remain on 
the board of directors and will serve 
the company in a consulting capacity. 
Sam L. Roberson, executive vice presi- 
dent and treasurer, moves up to the 
presidency. 

(Continued on page 202) 
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FALL FILTER CHECK 


will change dirt 


into payout! 


PUROLATOR PRODUCTS INC., RAHWAY, N. J.; TORONTO, ONTARIO, CANADA 
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Yes, tired filters loaded with summer driving dirt mean cash 
—extra volume and profit no dealer can afford to ignore. 

And this fall Purolator filter business is more important to 
your dealers than ever before. 

This fall Purolator offers the two-way sales opportunities 
of America’s No. 1 Oil Filter—plus—the new Purolator Air 
Filter for all cars and trucks in the Ford and Chrysler lines. 

Don’t overlook the terrific money-making opportunities of 
a Purolator Fall Filter Check. It means prime business for 
your dealers that’s as natural as the change in seasons. Be 
sure they have enough stock. 


i, What a team fo clean up with! 


PURQOLATOR 


“Purolator” Reg. U.S. Pat. Off. OIL AND AIR FILTERS 
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Presenting the 


SMALLEST = 
LIGHTEST >» 

EASIEST TO OPERATE 
FULL CAPACITY 





PUSH-BUTTON 
CONTROL 


5V-100 AMPs, 
12V-50 AMPS, 


FAST-CHARGER EVER BUILT 





SDand/ 


: OF 


For a limited time 





REVOLUTIONARY 
SILICON RECTIFIER 


UNCONDITIONALLY 
GUARANTEED FOR 


CHECK THESE 
QUALITY FEATURES 
COMPACT SIZE: 11%” high x 

10%” wide x 10%” deep 

LIGHT WEIGHT: Only 37 pounds 
SILICON RECTIFIER: Uncondi- 
tionally guaranteed for 5 years 
HIGH CAPACITY: 6 volts—100 
amps.; 12 volts—50 amps. 


ACCURATE CONTROLS: Push- 
button selection of low, medium, 
or high charging rate; electric 
timer switch 


CONVENIENT-LENGTH CABLES: 
AC cord—10 ft.; DC leads—6 ft, 
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J. Clark New- 
som has been ap- 
pointed to the 
new position of 
manager of mar- 
keting, retail and 
distributor sales, 
by Crown Cen- 
tral Petroleum 
Corp. His head- 
quarters are in 
the general office 
in Baltimore, Md. 

Newsom was formerly with Gulf Oil 
Corp., first in the sales and market- 
ing department, later with the eco- 
nomic planning division. Before that, 
he was with the sales and marketing 
department of Standard Oil Co. (New 
Jersey). 


George R. Christie has retired from 
Socony Mobil Oil Co., Inc., after 19 
years as manager of the asphalt de- 
partment. LeRoy B. Fox, manager of 
the fuel oil division of the gasoline 
and fuel oil department since 1946, 
succeeds Christie. Leonard S. Marsh- 
man, manager of the crude oil divi- 
sion of the distribution department 
of Mobil Overseas Oil Co., succeeds 
Fox. 


Ohio Oil Co. has made several 
changes in the Marathon marketing 
division in Indiana and Ohio. DeLos 
M. Groom was named manager of the 
Muncie {Ind.) marketing zone; Floyd 
A. Gerhold, Indiana marketing dis- 
trict consumer sales specialist in In- 
dianapolis; Leland F. Chaney, person- 
nel representative, Indianapolis; Har- 
vey L. Thomas, general salesman, Ft. 
Wayne, Ind.; Robert J. Baker, real 
estate representative, and E. R. Wag- 
goner, transport consumer sales rep- 
resentative, both in Findlay, Ohio. 


John G. Ronayne, district manager 
for Esso Standard Oil Co. in Portland, 
Me., was elected chairman of the 
Maine Petroleum Assn. Howard G. 
Carlson, district manager in Portland 
for Sun Oil Co., was elected vice- 
chairman. 


George H. Prizgen, Jr., was named 
automotive sales manager of the 
White Star division of Socony Mobil 
Oil Co., covering eight marketing dis- 
tricts in Michigan and Ohio. Formerly 
district manager in Newark, N. J. 
Priggen transferred to Detroit in Feb- 
ruary. 
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Ian F. Pierce, formerly regionai 
manager of American Oil Co.’s north- 
ern region, is now regional manager 
of the north central region with head- 
quarters in Philadelphia. He succeeds 
J. N. Carney, recently promoted to 
general sales manager. R. W. Reilly, 
division manager of the Albany, N. Y. 
division, replaces Pierce. Daniel J. De- 
Witt, division manager at Roanoke, 
Va., and former assistant division man- 
ager at Albany, comes back to succeed 
Reilly. Joseph A. Komich, assistant 
division manager of the Newark, N. J., 
division, was named manager. He re- 
places T. B. Campbell, who has re- 
tired. 


Richard F. Blewett has been named 
manager of the foreign sales depart- 
ment of Sun Oil Co. He was formerly 
managing director of Sun Oil Co. 
(Belgium), a wholly owned subsidiary. 
Vincent L. Verdiani, formerly man- 
ager of Sun’s foreign department at 
Philadelphia, is now manager of the 
New York regional wholesale depart- 
ment. 


Cash B. Hawley, Detroit, Mich., 
dealer (Indiana Standard), has started 
his second two-year term as president 
of the National Congress of Petro- 
leum Retailers. Other officers elected 
at the 11th annual NCPR meeting 
are: H. C. Parrish, Houston, first vice 
president; T. M. Fountain, Decatur, 
Ga., second vice president; James 
Stagge, Cincinnati, third vice presi- 
dent; Joe Martino, Fairmont, West 
Va., treasurer, and John W. Ner- 
linger, Jr., Detroit, executive secre- 
tary. 

New directors are: John M. 
Huemmrich, Pittsburgh; Harold W. 
Johnson, Walla Walla, Wash.; Victor 
B. Postillion, Chicago, and Walter L. 
Faxlanger, Williamsville, N.Y. Lionel 
Berdou, New Orleans, continues in 
his unexpired term. Hawley is also 
general manager of the Retail Gaso- 
line Dealers Assn. of Michigan, and 
Nerlinger is its executive secretary. 


E, S. Bills is now Hancock Oil Co. 
division sales manager for Southern 
California. He was formerly Southern 
California distributor supervisor. Fred 
0. Graham is sales manager for 
Northern California. Both Graham 
and Bills supervise direct sales, dis- 
tributor sales, real estate acquisition 
and planning, sales training and area 
accounting in their respective areas. 


(Continued on page 208) 











more profits from 
more deliveries... 





with} faster 
motorpump power loading 











Trip after trip—truck after truck—the time 
and trouble you save with faster loading by 
Ingersoll-Rand Motorpumps add to your over- 
all profits. . . 


These dependable pumps are available in 
either self-priming or standard centrifugal 
types in capacities and sizes to meet your 
exact requirements. 


Actual cost-saving advantages are yours 
with rugged Motorpumps because they give 
you efficient service, low cost operation with 
a minimum of maintenance. Complete in- 
formation on Motorpumps for your require- 
ments is available at your local Ingersoll-Rand 
branch office or dealer. Or, write for lat- 


by Ingersoll-Rand | 
eile ‘ 1! Broadway, New York 4, N.Y. 
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, to 75 horse- 
| power—5 to 
© 2800 gpm 
capacities 





Another amazing battery development... 


THE “DOUGHNUT” BATTERY... 


the all around battery with a hole 





% Lasts forever because if never ends *% Cranks faster because the amperes go 


round and round 
% Eliminates end-cell failure because there 


iui niet aiken % Easy to service . . . just. start at the begin- 


ning and keep going around 


* Holds its charge because the current can’t % Provides handy storage space for tools, 
get away sandwiches, road maps, etc. 


‘ it if this sounds fantastic to you, don’t worry. It is! But look at it this way .. . if the 
ion Car Designers need for something like the DOUGHNUT Battery ever develops, you can bet that 
only fooling. we will do the developing. You should expect that from a company that already has 
et any ideas. contributed so many advances in battery design and construction . . . that has 69 

years of experience in building thousands of types of storage batteries for virtually 
every application where it is possible to use them. 


THE ELECTRIC STORAGE BATTERY COMPANY, P.O. Box 6266, Cleveland 1, Ohio 
AUTOMOTIVE DIVISION ~*~ NATIONAL ACCOUNTS SALES 


We're 
Please don’t 9 
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by DUNLOP 





NEW SILENT TRACTION 





5,000,000 customers 


will be looking for a 
SUPERIOR winter tire this year 


DUNLOP has it—a SUPERIOR SILENT TRACTION! 
Five million prospects for winter tires, according 
to authoritative sources!* (Available on request.) 
What a market for Dunlop Silent Traction Tires— 
and the Petroleum Marketer selling the Dunlop line! 
Because the Dunlop Silent Traction is a quality tire 
throughout...offers the most powerful tread for any road 
on a tire body super-strengthened by Atomic AccuRay.® 


A deep, husky tread with thousands of hard-gripping 
edges ...siped traction units for improved performance 
on ice and wet pavements. ..solid stabilizers and riding 


ribs that eliminate “whine” and lug vibration on bare 
roads...plus husky, DEEP shoulder lugs for powering out 
of deep snow. In short: an all-road mud-snow tire with 
EVERYTHING your winter-tire customers will demand. 


And look how Dunlop backs you up! With national and local 
advertising ... merchandising and display help tailored to 
your needs...on-the-spot service from Dunlop representa- 
tives...plus deliveries without delay from nearby warehouses. 
If you aren’t already enjoying the profitable partnership 
of a Dunlop Franchise, talk with the “Man from Dunlop.” 
Learn why it’s worth more to you to sell Dunlop Tires. 


— ™" DUNLOP 


accuRay® — rravemanx oF 
INDUSTRIAL NUCLEONICS COR, 
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NEW COMPACT SOLO UNIT 


contains pump, motor, strainers, by-pass valve, 
air eliminator, check and pressure relief valve 
and float chamber. Gasoline-cooled motor 


housing permits continvous-duty high gallonage 


service. Two extra large, 120 mesh Monel 
metal suction and discharge screens safeguard 
against dirt and corrosion. Slow speed, internal 
gear type pumping unit for longer life and 
absolute minimum of noise. 




















NEW QUIETER MICRO-ACCURATE METER 


operates smoother with three cylinder per- 
formance employing two pistons dispdsed at 
120° which combine on the return strokes to 
produce the displacement of a third piston. Pre- 
cision adjustment made to all pistons simul- 
taneously by turning knob... no tools required. 
Valve design assures perfect seal under all 
conditions. All sealed points are fitted with 
lifetime ""O"' rings. 

















of hud 


Where Precision Achieves Performance 












WAYNE SOLORAMIC PUMPS 











Tomorrow's station planners can build around today's design and styling . . . and beneath their smart exteriors 









Wayne Soloramic Pumps—for these fine precision pumps are such exclusive, advanced Wayne features as... . 

are built to a new concept of quality. They are engineered ... the new smoother Micro-Accurate Meter 

ahead .. . to give you highest gallonage, continuous-duty ... the new compact Solo Pump. 

petformance that goes beyond your busiest service There are two series of Wayne Soloramic Pumps— 

requirements today to meet the ultra service needs of Model 90 and Series 600. You will want to get all the 

tomorrow's heaviest traffic. details on how your investment in these high gallonage, 
Whatever your measure of lasting quality, you will trouble-free pumps can pay off in long-range profits. 





find it in Wayne Soloramics. They are pace setters in Your Wayne representative or distributor can tell you. 






THE WAYNE PUMP COMPANY 


Toronto, Canada 






Salisbury, Maryland 
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(Continued from page 203) 

Oil men participating in the two- 
and-a-half week exeeutive develop- 
ment program of the Sth annual grad- 
uate School of Sales Management and 
Marketing, (sponsored by National 
Sales Executives, Inc.), were these 
men: Charles A. Gault, district man- 
ager, Anderson-Prichard Oil Corp.; 
Homer Young, general sales manager, 
Consumers Cooperative Assn.; James 
E. Snead, Jr.. TBA marketer, New 


York division, Gulf Oil Corp.; Richard 
J. Cotter, assistant division manager, 
Sinclair Refining Co., and William S. 
McAndrew, Magnolia Petroleum Co. 
Ohio Oil Co. men attending were: M. 
E. Alexander, Charles D. Sausser and 
Harold P. Sheldon, all zone managers. 
Shell Oil Co. was represented by Emil 
J. Cowing, division sales manager, Al- 
bany division; Alton P. Hynes, sales 
manager, and Charles L. Towers, divi- 
sion sales manager in Indianapolis, Ind. 





BLACKMER ROTARY PUMPS 
deliver at tal-rated 


egpacily LONGER 


The vane design of Blackmer rotary pu 


is the key to sustained efficiency. 


mps 
The 
vanes are “self-adjusting for wear” and 


even after severe service and wear, they 
can be replaced easily and economically. 





SMOOTH FULL FLOW — capacities, 5 to 1500 GPM. 


HIGH SUCTION LIFT — unusually high vacuum 
characteristics. Positive displacement action. 


EASILY REPLACEABLE PARTS — for lowest possible 


maintenance costs. 


WIDE RANGE OF APPLICATIONS — used successfully for 
handling hundreds of liquids and semi-solids. Pressures to 100 psi, 


temperatures to 600° F, 


Write for Bulletin 307 — “Facts about Blackmer Rotary Pumps.” 


“liquid materials handling” ® equipment 
= 2 aa an ja ae 


1 i 





/ = 


W 
H | | 
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INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 
s See Yellow pages for your local sales representative cr 
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Kerryn King has 
been appointed 
general manager 
of the industrial 
and public rela- 
tions department 
of The Texas Co. 
He was formerly 
director of pub- 
lic relations and, 
during a short in- 
terim period, as- 
sistant general 
manager of the department. King is 
succeeded as director of public rela- 
tions by Thomas D. Durrance, super- 
visor of editorial services within the 
company. Robert T. Kenney moves 
from New York to Texaco’s new Los 
Angeles office as assistant to the di- 
rector of public relations. Thomas 
F. Brawner, representative at Houston, 
was also named assistant to the di- 
rector. 
s 


James B. Irwin is now manager of 
petroleum sales for the Lion Oil Co. 
division of Monsanto Chemical Co., 
responsible for all direct sales activ- 
ities. He was formerly assistant to 
the director of marketing. 

J. Frank Adcox, manager of light 
oil sales, has assumed additional re- 
sponsibilities as manager of lube oil 
sales. Elwood H. Robinson, formerly 
lubrication engineer in the lube oil 
sales section, is now assistant manager 
for lube oil sales. 

@ 


D. Campbell Ross is now manager 
of the sales promotion division, sales 
promotion and advertising depart- 
ment, Shell Oil Co. He recently trans- 
ferred to New York from California 
where he was manager of the Oak- 
land marketing district. R. W. Baker, 
district manager in Dayton, Ohio, 
succeeds Ross. 


Deaths 


Holbrook Thayer Ashton, 66, man- 
ager of Socony Mobil’s central mar- 
keting region from 1946 until his re- 
tirement last year, died August 10, 
while on vacation in Canada. 

Active in the oil industry for 43 
years, he was named vice president and 
general manager of Lubrite Refining 
Co. in 1922. In 1935 when Lubrite 
became an affiliate of Socony, he ser- 
ved as manager of the Lubrite division. 

Ashton was a past president and a 
board member of the Western Petro- 
leum Refiners Assn., and Permanent 
executive secretary of the 25 Year 
Club of the Petroleum Industry. 
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NEW MILWAUKEE NOZZLE VALVE 
features 1, 2 Or 3-SECOND amper-proof closing 


Just specify closing time desired 








a= 
7s 


A completely safe 
tection. for airports, — 
_ bulk plonts, truck 
_. tank operations. ; 





@ Shock- proof — no hammer 
@ No hose bursting 
e U.S. Air Force approved 


@ New safety for over-the-wing 
refueling 


@ Balanced for easy operation 


Developed especially for the U.S. Air Force, the new 
Milwaukee P-2050 nozzle valve is now available to anyone 
handling hazardous fuels! Sketch above shows how the ex- 
clusive 3-second closing mechanism regulates flow of gaso- 
line — gradually easing the shut-off without danger of 
shock, hammer or back-up pressure which causes dangerous 
hose bursting. This tamper-proof setting can be changed 
by contacting the factory for parts and instructions. 

This is a balanced valve — less than 15 Ibs. pull pressure 
under full line pressure from 25 to 70 psi. Line pressures 
offset spring load for easy operation in service. 

You can purchase this new valve in two sizes. The 114-in. 
size delivers 135 gpm at 25 pounds inlet pressure. The 2-in. 
size delivers 250 gpm at 25 pounds inlet pressure. 





TODAY — write for new bulletin 
containing complete shock and flow 


A 
af 
technical data prepared especially for . a7 fil | | H Wee VA IVE (0) fil Dt Vy 
safer over-the-wing aircraft refueling. ra 
——_ 


Cc 2379 S$. Burrell Street © Milwaukee 7, Wisconsin 
Subsidiary of Controls Company of America 
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Coming Meetings 


OCTOBER 


®&Gasoline Pump Manufacturers Assn., 
fall conference, Del Monte Lodge, Peb- 
ble Beach, California, Oct. 2-4. 
National Petroleum Council, department- 
al auditorium, Washington, D. C., Oct. 3. 
American Society of Lubrication Engi- 
neers, annual meeting, Royal York Hotel, 
Toronto, Ontario, Oct. 7-9. 

Oklahoma Oil Jobbers Assn., manage- 
ment conference, Oklahoma State Uni- 
versity, Stillwater, Oct. 8-10. 

Alabama Petroleum Jobbers Assn. and 
Mississippi Oil Jobbers Assn., annual 
meeting, Hotel Buena Vista, Biloxi, Mis- 
sissippi, Oct. 13-16. 

American Petroleum Credit Assn., 33rd 
annual conference, Mark Hopkins Hotel, 
San Francisco, Oct. 13-16. 

API Division of Marketing, Operations 
and Engineering commttee meeting, Bilt- 
more Hotel, Los Angeles, Oct. 14-16. 
New York Oil Heating Assn., Hotel Del- 
monico, New York City, Oct. 14. 
Indiana Independent Petroleum Assn., 
annual meeting, Hotel Severin, Indianap- 
olis, Oct. 16-17. 

South Dakota Independent Oil Men’s 
Assn., annual meeting, Hotel Sherman, 
Aberdeen, Oct. 16-17. 

API Division of Marketing, marketing 
research committee meeting, Camelback 
Inn, Phoenix, Oct. 16-20. 

Virginia Petroleum Jobbers Assn., Hotel 
Roanoke, Roanoke, Oct. 17. 





West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 17. 

Tennessee Oil Men’s Assn., annual meet- 
ing, Peabody Hotel, Memphis, Oct. 17-19. 
Texas Oil Jobbers Assn., management 
institute, Lubbock Hotel, Lubbock, Oct. 
17-19, 

Virginia Oil Men’s Assn., Hotel Roanoke, 
Roanoke, Oct. 17. 

»Empire State Petroleum Assn., Lake 
Placid Club, Lake Placid, Oct. 20-23. 
National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, Hotel 
Peabody, Memphis, Oct. 20-22. 

North Carolina Oil Jobbers Assn., annual 
fall convention, Grove Park Inn, Ashe- 
ville, Oct. 20-23. 

Nebraska Petroleum Marketers, annual 
meeting, Hotel Paxton, Omaha, Oct. 
22-23. 

Petroleum Marketers Assn. of Texas, 
annual meeting, Rice Hotel, Houston, 
Oct. 24-25, 

Texas Oil Jobbers Assn., management 
institute, Bar-K Ranch, Austin, Oct. 24- 
26. 

Western Petroleum Refiners Assn., El 
Dorado area meeting, Rufus Garrett Ho- 
tel, El Dorado, Arkansas, Oct. 24-25. 
Independent Petroleum Assn. of America, 
annual meeting, Statler-Hilton Hotel. 
Dallas, Oct. 27-29. 

National Lubricating Grease Institute, 
annual meeting, Edgewater Beach Hotel, 
Chicago, Oct. 28-29. 


Save time in 
deliveries—and save 
wear on equipment 
—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance 
you can count on= 
and Ever-Tite 
durability reduces 
maintenance to a 
minimum. There is an 
Ever-Tite for every 
need. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC, 


254 West 54th Street 
New York 19, N. ¥. 


EVER-TITE 
Adapter and 
Coupler 





Packaging Institute, 19th annual forum, 
Hotel Statler, New York City, Oct. 28-30. 
Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Oct. 30. 


NOVEMBER 


Society of Automotive Engineers, nation- 
al transportation meeting, Hotel Statler, 
Cleveland, Nov. 4-6. 

Society of Automotive Engineers, na- 
tional diesel engine meeting, Hotel Stat- 
ler, Cleveland, Nov. 5-6. 

Society of Automotive Engineers, na- 
tional fuels and lubricants meeting, Hotel 
Statler, Cleveland, Nov. 6-8. 
Oklahoma Oil Jobbers Assn., annual 
fall frolic, Lake Murray Lodge, Lake 
Murray, Ardmore, Oklahoma, Nov. 7-8. 
API Division of Marketing, annual 
meeting, Hotel Congress, Chicago, Nov. 
11-13. 

»American Petroleum Institute, 37th an- 
nual meeting, Conrad Hilton Hotel and 
Palmer House, Chicago, Nov. 11-14. 
»American Petroleum Credit Assn., an- 
nual meeting, Mark Hopkins Hotel, San 
Francisco, Nov. 13-16. 

National Assn. of Oil Equipment Jobbers, 
management institute, Ohio State Univer- 
sity, Columbus, Nov. 13-16. 

National Oil Jobbers Council annual 
meeting, Hotel Congress, Chicago, Nov. 
13-16. 

New York Oil Heating Assn., Hotel 
Delmonico, New York City, Nov. 18. 
Assn. of American Battery Manufac- 
turers, annual meeting, Edgewater Beach 
Hotel, Chicago, Nov. 18-20. 

Oil Industry TBA Group, annual con- 
vention, Chase Hotel, St. Louis, Nov. 
25-26, 


DECEMBER 


Interstate Oil Compact Commission, 
annual meeting, Mayo Hotel, Tulsa, Dec. 
2-4, 

> Petroleum Packaging Committee, Wash- 
ington Hotel, Washington, D. C., Dec. 3. 
API Oil Information Committee meet- 
ing, Biltmore Hotel, New York City, Dec. 
5-6. 

New York Oil Heating Assn., Hotel 
Delmonico, New York City, Dec. 9. 


JANUARY 1958 


Kentucky Petroleum Marketers Assn., 
32nd annual meeting and convention, 
Brown Hotel, Louisville, Jan. 7-9. 
Society of Automotive Engineers, an- 
nual meeting, Sheraton-Cadillac and Stat- 
ler Hotels, Detroit, Jan. 13-17. 
Independent Oil Men’s Assn., annual 
meeting, Hotel Statler, Boston, Jan. 22. 
Northwest Petroleum Assn. annual 
meeting, and trade show, Nicollet Hotel, 
Minneapolis, Jan. 22-23. 


FEBRUARY 1958 


Missouri Petroleum Assn., annual con- 


. vention, Chase Hotel, St. Louis, Feb. 5-8. 
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SALES REPRESENTATIVE 


If you’ve had successful experience 
in selling petroleum marketing 
equipment to majors, independents 
and dealers, we’d like to hear from 
you. World-wide manufacturer of 
service station equipment has an 
opening for sales representative to 
cover middle western territory. A 
salaried position with advancement 
opportunities. Our men know of this 
ad and all replies will be held in 


strict confidence. Write to: 
RW-6020 National Petroleum Kew 
Class. Adv. Div., P. 0. Box 12, N. Y. 36, N. Y. 








———"SALES TRAINING DIRECTOR 

to organize and manage Sales Uy | De 
of - independent refiner in Mid- 1 
The position offers an unusual opportunity for wide 
latitude oe direct ing the activities of a new de- 
= under forward-looking, progressive man- 
ee need a man with petroleum sales train- 
ing experience, who may now be a second man or 
jonal sales training manager. All rep.ies con- 

ential. Send resume of background to: 


P-6198 National Petroleum News 
L520 N. Michigan Ave., Chicago ti, It. 








REPLIES (Box No.): Address to office nearest you 
¢/o This publication Cheomeee Adv. Div. 
NEW YORK: P. O ox 12 (36) 
CHICAGO: 520 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post St. (4) 


my EMPLOYMENT 


———=SELLING ‘OPPORTUNITY OFFERED 
Equipment — _ Sales Rensenetative 
pene for a eompiete line—New Jersey area 
attractive co’ arrang t. Reply 
fully in confidence, stating background and 
present lines. WR-5"28, National 
News. 





Petroleum 





SELLING OPPORTUNI Ty ¥ WANTED——= 


gaat Representative desires line of Petroleum 
ose and coupling line to be sold to the major 
oil companies and oil equipment jobbers in the 
states of Illinois, lowa, Missouri, Wisconsin and 
Minnesota on a manufacturers agent basis. RA- 
F926, National Petroleum News. 





ntative calling on petro- 
= ng ay 5 Ill., NE Iowa, SE Minn., 
and all of Wis. desites accounts with products 
and equipment in the petroleum field. Qualifica- 
tions can be furnished. RA-6075, National Petro- 
leum News. 





FOR ‘SALE 


Fuel Oil delivery equipment demonstrators print- 
ometer, pump, w/motor, hose reel, w/hose and 
nozzle complete. Several complete sets at less 
than meter cost. FS-5907, National Petroleum 
News. 


Twin three inch Roper Pump complete SHP. ex- 
- proof motor and switch. Murray Electric 
, 1062 W. Genesee St., Syracuse, N. Y. 








6500 1952 Butier 3 compartment 
ht. (a) 5250 sal, 5 cept Heil, Meter 
nsas Avenue, 

Kansas City, Kansas, MAytair 1-2363. 





For Sale: 1953 Auto-Car Tractor and a 4500 
gallon, A 4 compartment Fruehauf Trailer 

li pump and meter with 
pclae PA al 3 Browne Ojl Co., Inc., 2 State 
treet, Auburn, N. Y. Phone: 83-7357, 





PROFESSIONAL SERVICES 








PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 

















———— For SALE 








For Sale: 1956 F-690 Ford with oath 20,000 tale 
and 4 compartment, 850 gallon tank. Complete 
with 2 ticket printing registers, 2 electric hose 
reels, 2 pumps and double compartment walls. 
Like new and legal for 2 products in New 
York State. Price—$4250.00. Contact Clinton 
County GLF Coop. Inc., Plattsburg, New York 


1949 Fruehaut 4050 gallon lead trailer with 
straight air, 3 compartment, 5” Betts Manifold, 
3” outlet at manifold & 38” crossover, no emer- 
gency valves, 1000x20 tires, Betts lights & ladder 
on rear, 1948 Fruehauf 4050 gallon 4 wheel 
trailer, air on both axles, 5” Betts manifold, 3” 
outlet at manifold & 3” crossover, manual emer- 
gency valves, ladder on rear, 1000x20 tires. Free 
delivery up to 350 miles, photos available. Riedy- 
Manner Truck Equipment Corp., 809 Summit 
St., Toledo, Ohio. Phone CHerry 8-6441. 











WANTED 








Will consider buying used low type Tokheim or 
Gilbarco pumps, regardless of condition. Describe 
equipment. Quote best cash price. Pel State Oil 
Company, Box 4043, Shreveport, La. 


BUSINESS OPPORTUNITES. 





Bulk Oil Plants Propane Gas Piants—Selected 
pr perties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Blidg., Minne- 
apolis 3, Minnesota. 


Selling due to iliness—ultra-modern 9 pump 
service station selling leading brand of gaso- 
line. Huge canopy over islands, 2 Lube bays, 
wash bay, big salesroom on 150x200 foot lot. 
Reply: William Silberman, 1024 North 27th Ave- 
nue, Phoenix, Arizona. 








BULK OIL PLANT 
On Frisco in Ft. Smith, Ark. 
$7,950 CASH 
or BEST FAST OFFER 


Opportunity of Lifetime, ideal for many other 
uses, Oil Grease Blender and Auto Engine 
Detergents rx % Bardahi. 
plant same improvemen 
include 6 Bulk Stg. tanks, three 10,000 — 
and three 4,000 vertical all elevated and gravity 
flow to loading o—. or canning ~—. _— iron 
clad whses. One whse. has oe 
on R.R. and in front with truck loading net 
size —_ 616 sq. oy Large separate office 
bidg. 3 9 sq. ft. 3 HP G.E. elec. explosion & 
vapor aad motor and numerous o misc. 
items, On pores street, only 14 blocks to center 
of city. All utilities in, sewer, gas, all elec. 
water, Semi-circular concrete & gravel driveway. 
. & tanks good di pos- 


session. 





Contact 
HUGH HARDIN, ATTORNEY 
FORT SMITH, ARK. 
Sunset 3-6188 





USED TANK 
TRAILERS 


For Sale or Lease 


First Offering! Used aluminum trailer tanks ca- 
pacities 7,600 to 7,980 gallon. New tires. Priced 
from $7,900.00. Also steel tandem units 6,300 to 
7,200 gallons. From $2,775.00. Contact — 
Manufacturing Company, 900 Sixth Avenue, 
Minneapolis, Minnesota. Telephone FEderal 3ST, 
Kansas City Area. Stee! tandem units 5.000 to 
5,500 gallons. From $1,850.00. Also anhydrous 
ammonia and propane trailers located in Texas. 
Contact Butler Manufacturing Company, 7300 East 
13th Street, Kansas City 26, Missouri. Telephone 
BEnton 1-7400. 


rmingham Area. Stee! tandem units, capacity 
$200 to 5,600 gallon. Priced from $1,900. Con- 
tact Butler Manufacturing Company, 931 Avenue 
enn Birmingham 8, Alabama. Telephone 


New York Area. Stee! tank trailers 5,100 to 
6,500 gallons. Tandems only. Priced from $2,275.00. 
Contact Butler Manufacturing Company, Suite 602, 
103 Park Avenue, New York 17, New York, Tele- 
phone MUrray Hill 3-9473. 


Chicago Area. Steel tandem units, capacities 
5,200 to 7,440 gallons. Priced from $2,100.00. 
Contact Butler Manufacturing Company, Suite 1100, 
3414 N. Harlem Ave., Chicago 34, IIinois. Tele- 
phone NAtional 2-7171. 











STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
“atts lite 











FOR SALE — SACRIFICE 
New two-inch Neptune strainer and air elimina- 
tors, Model #8, can be used on trucks. List 
$80.00 while they last $35.00. 


GEORGE A. ROSS! 


511 Paul Street, Vineland, New Jersey 
Phone: OX 2-7856 











VIKING ye 


2—4” Model ZM 250 GPM 60’ h 
10 HP G.E. Xplosion Proof Motors @ $650.00 


1—4” + 281 250 GPM 350’ hd. 
25 HP G.E. Xplosion Proof Motor @ $1000.00 
HARRIS MACHINERY COMPANY 
501 30th Avenue S.E., Mopls., Minn. FR. 1-1829 








OlL AND GREASE PLANT FOR LEASE 


400,000 Gallon Oi) Storage all under roof. 7 Steam 
Jacketed Kettles with agitation. 17,000 square feet 
of floor space for storage. Loading dock and our 
own Railroad Switch. Owner retiring. Cleveland, Ohio. 
520 N. Michigan Ave., Chicago 11, til. 
FL-6140 National Petroleum News 











OIL STORAGE 
FOR LEASE ON DEEP WATER 
One 80,000 bhi. Cone Roof Test 
One 55,000 bbi. Cone Roof T: 
Two 45,000 Ubi. Cone Root Tanks 
COASTAL TERMINALS, ts 
P.O. BOX 36s CHARLESTON, 5. C 
HONE 3-9486 
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Since Tokheim introduced the first wholly submersible 
pump and motor unit in 1948, this method of remote 
control pumping has become the standard of many 
companies for both new construction and remodeling. 
Tokheim’s Central Service System proves that the one 
certain way of dispensing today’s highly volatile fuels, 
under all conditions, is to put the pumps in the tanks! 


JOKHEIM 


For dependable handling 


of modern fuels... 


Tokheim has been building 
remote control pumping 
systems since 1921. It was 
the first to develop a 


submerged-in-tank pump 
and motor unit. 


Vapor lock is eliminated. Pumping efficiency is im- 
proved. Installation costs are often reduced and there 
is a new freedom in station planning. Decide now to 
get the whole remarkable story of Tokheim submerged- 
in-tank pumping. Call your Tokheim representative, 
or write directly to the factory for descriptive new 
bulletin No. 347. Do it today! 


CENTRAL SERVICE SYSTEM 


first in submersible pumping 





TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 


Subsidiaries: Tokheim N. V., Leiden, Holland—GenPro Inc., Shelbyvitle, Ind. 
Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 





“REMOVO’ SUBMERSIBLE — 


one of three Erie “‘push-pumping’ 
methods covered in Cat. No. 1658 


he Erie ““Removo”’ Submersible System is the popular method 
for eliminating vapor lock, regardless of distance pumped, eleva- 
tion, temperature or product volatility. Erie, the pioneer in “‘push- 
pumping,” has just completed Catalog 1658 which illustrates in 
large, colorful, cut-away views how the “‘Removo” Submersible 
System operates. It shows how simplicity and rugged strength 
combine to provide dependable, economical performance — 
whatever number of dispensers operated. 


Also described are Erie’s Submerged Turbine and Short 
Suction Methods for special ‘‘push-pumping”’ applications. 


Let Erie recommend the system 
that best meets your conditions. 
Write for Catalog 1658. 


a 


METER SYSTEMS, INC. 
Exte, Pennsyluania 


ATLANTA CHICAGO DALLAS DETROIT KANSAS CITY,MO. MINNEAPOLIS 
BOSTON CLEVELAND DENVER’ ERIE LOS ANGELES NEW ORLEANS 
NEW YORK OAKLAND, CALIF. PHILADELPHIA SEATTLE 





